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Rough Proofs 


“You darling, a Nash!” says the 
pretty lady in the poster, but ad- 
vocates of the never-underesti- 
mate-the-power of-a-woman phil- 
osophy will insist she knew it all 
the time. 

#2 | 

If the example of the Bristol | 
Mfg. Company 
minister as _ vice-president in 
charge of Christian relations is 
widely followed, p.r. men will 
want to trade their Ph.D.s for 
D.D.s. 

we 


An architectural magazine says | 


it’s first in architect circulation, 
first in consulting engineer firms 
and first in total architect and 
engineer circulation. With the aid 
of a CPA, you can easily confirm 
this from the ABC reports. 

T FF 

People are beginning to believe 
that Robert R. Young is a man of 
destiny, and of course anybody 
with those initials would be pretty 
sure to find his destiny in the 
railroad field. 

. ae, 

McCall’s suggests that when a 
woman uses cosmetics, she’s just 
lending nature a friendly hand. 
And no doubt the job is perfectly 
done when you can’t tell where 
nature ends and artifice begins. 

v Vv F 

Lee Bristol describes the com- 
petitive enterprise setup as a profit 
and loss system, but some way or 
other business critics always talk 
about the profits and never about 
the losses. 

vv+eey? 

In full page copy Lucien Lelong 
promises girls who use Tailspin 
perfume that they’ll see more 
etchings. A gal who is really itch- 
ing for etchings doesn’t need Tail- 
spin. 

‘4 9 

J. P. Beresford estimates that a 
total of $180,000,000 will be spent 
for baby products in 1947. Wonder 
how much of the budget will go 
to the di-dee laundry services? 

~~ - F 

The centennial convention of the 
American Medical Association at 
Atlantic City next June will fea- 
ture historical exhibits, and one 
of them will no doubt present a 
bygone character called “The 
Family Physician.” 

vvy 

Add high cost of living barom- 
eters: One-cent sales featured in 
the good old days before the war 
are now being brought out again, 
this time as two-cent sales. 

we 

People who read the AA story 
headlined, “Hooper and Nielsen 
Fight it Out at Radio Execs Meet- 
ing” were disappointed to learn 
that there were no knock-downs, 


no blood was drawn and there was | 


no decision. 

. «© © 
Amos ’n’ Andy are right behind 
b Hope in the Hooperatings, 
1 maybe Pepsodent is glad to 
{1 its old friends back in the 
ver Bros. stable. 

a 
With advertis@rs rushing into 

contest field once more, the 

Circulation managers of the con- 
te t magazines can start dusting 
of their prospect lists again. 


Copy Cus. 


Ad Costs Now 
10-30% Below 


Prewar: Johnson 


a 


First Place in 


Media Chief Bases E 3 se 5 poi 


Analysis on ‘Real 


Ad Idea Builds 


in appointing a | 


to the real 


Purchasing Power' 


By ARNO H. JOHNSON 


Vice-President and Director of 
Media and Research, J. Walter 
Thompson Company 


How many advertisers realize 
that advertising costs, in relation 
purchasing power 
reached by the advertising, have 
gone down substantially below 


The subject of advertising rates 
and costs is of such vital interest 
now that ADVERTISING AGE is de- 
lighted to present this factual an- 
alysis of the relation between ad 
costs and real purchasing power. 
Reprints of the story and tabula- 
tion are available at 5 cents each. 


thousand, milline rate, 


chasing power 


prewar levels? Actually, the facts 
show that advertising costs are at 
real bargain lows for peacetime— 
some 20% to 30% under 1940. 
Advertising rates have gone up, | 
but so have circulations increased 
to an equal or greater extent so 
that, by and large, the cost of 
reaching a family with an effec- 
tive message, as measured by such 
yardsticks as cost per page per 


1,000 listeners, etc., has remained 
constant or dropped below prewar. 
At the same time, the real pur- 
of the average 
family reached has increased by 
26% since 1940, after full correc- | 
tion for increased taxes and in- 
(Continued on Page 48) 


ELY & WALKER 1% 


COMING BACK—Quadriga cloth, used 


announced last week in this full-color 
Saturday Evening Post page. 


both in manufactured garments and in | 
home-sewing, is coming back into pro- | 
duction fast, Ely & Walker, St. Louis | 
dry goods manufacturer and distributor, | 


First Ad Venture 
for Tucker Auto 
in 35 Newspapers 


Tucker 
independent entry 


CHICAGO - 
latest 


first important promotional 
tivity Sunday (March 2) 


handle the account. 


engine, 


7-column ad 


April, and again in May. 


The first promotion for the rear- 
rear drive Tucker was 
preceded by three 120-line teaser | Ehlert and Richard B. Pollman. 
ads, and will be followed, accord- 
ing to present plans, by another | 
in the same news-| 


$1,000,000 Home 
Design Business 


Home Planners, Inc., 
ls Developed from 
a Timken Giveaway 


(Picture on Page 65) 


Cuicaco—The title of this piece 
| might well be: From Advertising 
| Idea to Million Dollar Business. 

To get the story you fight your 

way through the crowds surround- 
‘ing the booth of Home Planners, 
Inc., in the National Home Build- 
'ers show at the Stevens Hotel 
_here, and talk, between interrup- 
| tions, to young, personable Dean 
_H. Robinson, who is still not sure 
| that the success of his year-old 


Corporation, venture isn’t partly a dream. 
in the} 
hectic automobile field, broke its | was handling public relations and | 

ac- advertising for Timken Silent Au- 
with | tomatic oil burners. 
7-columnr ads in about 35 news- 
papers in 22 cities, through Roy S. 
Durstine, Inc., recently named to 


The story begins while Robinson 


| advertising ideas consisted of a 
booklet, ‘“‘Home Hints for Postwar 
Planners,” which showed an ele- 
vation view, floor plan and 


by Royal Berry Wills, 


Big Response 


The first insertion, headed, “Now | 500,000 were mailed out. By now, 


(Continued on Page 63) 


(Continued on Page 61) 


Cost of 1 page B&W per $1,000,000* of: 
ee eee ee $1.35 
Real Purchasing Power (1940 Dollars) $1.35 
Women’s Service (Average 4 Magazines) 
Cost of 1 page B&W per 1,000 families. $3.02 
Cost of 1 page B&W per $1,000,000* of: 
RD DIN vos nd ee vanes ses $1.45 
Real Purchasing Power (1940 Dollars)... $1.45 
*Assuming average actually costs per $1,000,000 of incon 
magazines would be lower since families reading these magazines have 


How Advertising Costs Have Declined Since 1940 
in Relation to Purchasing Power 


1940 
Total Income Payments to Individuals (Billions). . $76.2 
rr ae ae 3.3 
Disposable Income After Taxes. . $72.9 
Total U. S. Families (000 omitted)...... 34,949 
Disposable Income Per Family............. ; $2,086 
I er re ee eee Fa 100 
Real Purchasing Power Per Family (In 1940 
dollars of disposable income after correction 
for cost of living increase)................. $2,086 
Total Disposable Income of 1,000 Average 
MG 52d bach alh C94 KN Tid REE OL OS . $2,086,000 


Real Purchasing Power of 1,000 Average 
Families (1940 Dollars) 

| Weeklies (Average 3 Magazines) 

Cost of 1 page B&W per 1,000 families 


$2,086,000 


$4,018,000 


$2,626,000 


1947 

$175.0 (Dec. 1946, Annual Rate) 
20.0 

$155.0 

38,575 (Jan. 1, 1947 est.) 

$4,018 (93% Increase) 


153 (53% Increase) 


$2,626 (26% Increase) 
(93% Increase) 
(26% Increase) 
$2.80 


(Almost No Change) 


$.70 (48% Decrease) 
(21% Decrease) 


(11% Decrease) 


(54% Decrease) 
(30% Decrease) 


and purchasing power reached by 
higher than average incomes 


One of his, 
‘into the gray winter sky above 
| the River Rouge 
| square-mile center of a_ billion- 
|dollar realm symbolize the Ford 
sketches of some postwar homes | 
Harold | 


| “first team” 


Ford Girds to Regain 


Motors 


The 'New Team’ Pulls 
Public Relations 
and Sales ‘Miracles’ 


By LAWRENCE M. HUGHES 

[Copyright, 1947, by eon Pblica- 
, Inc. 

DEARBORN, Micu.—The price re- 
duction announcement of Jan. 15, 
described by some newspapers 
and radio commentators as “the 
biggest news since V-J Day,” was 
just one part of a long-range pro- 
gram of the “new” Ford Motor 
Company to win a lot of friends 
and customers. 

Under 29-year-old Henry Ford 
II the company in less than 18 
months probably has made more 
progress not only in winning 
friends but in deserving friendship 
than in all the rest of the years 
since the first Ford car rolled, back 
in 1903. 

At Dearborn, one feels that the 
age of miracles has just begun. But 
they’ll be more than merely mir- 
acles of engineering, ingenuity and 


| mass production. 
| 


‘Human Engimeering’ at Work 


The gray smoke stacks reaching 


in this two- 


production genius that is still at 
work. Ford is still improving 
methods and materials. It still in- 
tends to produce at lower cost, to 


| sell at lower prices. 
The booklet was played heavily, | 
paper list on the first Sunday in| with a coupon, in Timken adver- | 
tising, and in two years more than | 


But unlike his grandfather, 
Henry II is concerned most with 
what he calls “human engineer- 
ing.”” People come first. Under a 
of vice-presidents, 
most of them newcomers, who 
have replaced the Harry Bennett 
regime, the 125,000 Ford workers 


|and nearly 7,000 dealers are be- 


ing given new reasons to fight as 


|a team for Ford. 


The company is still owned by 
six Fords, of three generations, but 


| Henry II and his first team vigor- 


ously are seeking the guidance of 


| workers, dealers and the public. 


It’s a New Team 


You may be skeptical—as I was. 


| Is all this really a transformation 


or is it merely a public rela- 
tions front for the same old out- 
fit and methods? Are Harry Ben- 


nett and the devious and strong- 


arm ways which he personified 
really gone? Most important, is 
Henry, the First, really out and i: 
Henry, the Second, really running 
things? 

And if so, does the young man 
really mean to put a heart as well 
as a head into this praw ling 
worldwide body that is the Ford 
Motor Company? 

From all the evidence I could 
gather, from little and big Ford 


people, Henry II is not tethered at 
all Definitely things are more 
(Continued on Page 54 


Last Minute News Flashes 
Are on Page 67 
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‘AS Census Work 
Faces New Threat 
in Economy Drive 


WASHINGTON — With Appropria-| label or another, analysts galore, 
tions Committee Chairman John | 23 librarians and an enormous 
Taber (R., N. Y.) determined to|number of placement officers, 
cut the Commerce Department! placement analysts, and numerous 
budget by more than a third, the| racial relations assistants.” 
$5,000,000 fund for a 1948 Census 
of Manufactures was in trouble/ economic analysts and 35 econo- 


last week. 


How seriously can not be de-/time the department was on a 


termined at the moment, as the/ businesslike basis,” he charged. 
committee will hold the testimony | «Jt is now a haven for homeless 


of Census Chief J. C. Capt secret | economists.” 
until some future date, when it is 
ready to make a recommendation down Commerce Department 
to the full house. 
There was this much to go on,| planned statistical program, in- 
The appropriations | volving full censuses of business 
chairman wants to chip $100,000,-|and manufactures, and supple- 
000 of the Commerce Department’s | mentary current data. 
$261,000,000 budget. He claims 


however: 


that the department’s personnel 
has increased from 13,000 in 1939 
| to 36,500 “without any correspond- 
| ing increase in duties.” 


‘Haven for Homeless’ 


Particularly, he cites the fact 
that it has “15 management ana- 
lysts, 23 information specialists, 
personnel officers galore under one 


He questions the need for 84 


mists in the Census Bureau. “It’s 


Taber’s determination to hold 


spending endangers a_ carefully 


His committee is currently con- 


| 000 for a Census of Business. 


sidering a $5,000,000 appropriation ; Weather Bureau; $19,000,000 for 
for the Census of Manufactures. | the Census Bureau; $11,600,000 for 
Once Congress has adopted the/| the Bureau of Foreign and Domes- 
Hagen (HR 1821) and Hawkes | tic Commerce; $11,100,000 for the 
(S. 554) bills, it would, get a/ Coast and Geodetic Survey; $10,- 
supplemental request for $10,500,- | 620,000 for the Bureau of Stand- 
ards; $9,500,000 for the Patent 
The President’s budget for 1948 | Office, and $7,200,000 for the Office 


provides $199,457,000 for the De-|of the Secretary. 
partment of Commerce for fiscal 


ganization bill, all appropriations | taken place. 
hearings are supposed to be open 


tions.) near 5,000. 


Half of Funds for CAB 
Of the Commerce funds, the 


Because of shuffled functions, 
1948. Taber has not indicated how | and the extra workload accumu- 
he arrived at a $261,000,000 fig-| lated as a result of changes the 
ure. war has made, it is impossible to 

(Under the government reor- chart the expansions that have 


The $19,000,000 Census appro- 
to the public. Yet neither minority | priation, excluding $5,000,000 for 
nor majority leaders have ques-|the Census of Business, is only 
tioned Taber’s edicts retaining | slightly above the current year. 
private hearings on appropria- |The bureau’s employment remains 


Budgets Fluctuate Widely 


Because census work has peak 
President earmarked slightly over| work years, comparisons 
one-half ($105,000,000) for the|other years are difficult. Its budget 
Civil Aeronautics Board, for regu-| ran above $20,000,000 in the pre- 
lation of the nation’s air com-|war years 1940 and 1941; fell to 
merce. $3,600,000 in 1944 and was $12,- 

Just under $24,000,000 is for the | 300,000 in 1945. Since then Census 


Ovning gor mastaren 


(Practice makes perfect) 


a a 
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The: world’s = 


known products 


ARE 7 ADVERTISED IN 
the world’s most widely 
read magazine 


Lambert Pharmacal Co. (Pro-phy-lac-tic) 
advertisement prepared by the National 
Export Advertising Service for 


The Reader's Digest , ‘ 


in Swedish 


| err Harvester Export Co., Radio Corp. 
of America, Revlon Products Corp., L. C. Smith & 
Corona Typewriters Inc.—these are among the many 
leading American businesses whose advertisements 
appear regularly in one or more of the 11 Inter- 
national Editions of The Reader’s Digest. 

These advertisers use The Reader’s Digest because 
they know that its International Editions: 


e@ Reach more than 2% million people in 42 countries 
e Influence the leaders in every country 


@ Speak in the language of each country—a cardinal 
principle of export 

An ever-growing magazine in a growing world mar- 

ket, The Reader’s Digest offers American exporters 

a strong voice overseas. 


International Editions of y 


@ Det ar inte of litt som det spf ut. For art 
bli mistare fordras stor naturli , fallenbet plas 
dr av Owning och erfarenhet. D_ mamma gilles 
om alla verkligt fretklassige prestationer. 
Tillverkarna av Pro-phy-lac-tic har { Sver 
$5 are tid op i sig pa 
stillaing. Resultatet Gr, att namnn “Pro- 
phy-lac-tic”” har blivit kvalitetsbeteckningen 
med viriderykte pa omridet. Nix Ni kiper 
en Pro-phy-tec-tic tandborste eet Ni, att Ni 


The Reader’s Digest in Swedish... 


Guaranteed Circulation 250,000 . . . most widely 
read magazine in Swedish, reaching able-to-buy 
families in Sweden at rates as low as $2.62 per 
thousand, 

Published also in British, Australian, Spanish, 
Portuguese, French, French-Canadian, Finnish, 
Danish, Norwegian, Arabic and Japanese editions. 


For rates, list of advertisers and other information, ad- 
dress: The Reader’s Digest International Editions, Inc., 
500 Fifth Ave., New York 18, N. Y. Lackawanna 4-0900, 
or 333 N. Michigan Ave., Chicago 1, Ill. Dearborn 8331. 


a 


The READER'S DIGEST (38° 


THE WORLD’S MOST WIDELY 


READ MAGAZINE — 24 


Advertising Age, March 3, 1947 


WALKER’S DE LUXE is o ansight Saurhen whiskey, 6 years wid 
elegans ve tase, ancrmmeciy geod» Haram Waiker whickey 


n-th ope x toe, ene + bee 


DE LUXE RETURNS—Back in advertis- 
ing pages for the first time since the 
war is Hiram Walker's De Luxe bour- 
bon whisky. This black-and-white ad. 
first in the new series, will appear in 
the March 10 issue of Time, and later 
in Collier's, Life and Newsweek. Foote 
Cone & Belding, Chicago, is the agency. 


has resumed extensive reporting 
of current data suspended under 
wartime censorship. 

The appropriation for the Bu- 
reau of Foreign and Domestic 
Commerce is slightly above this 
year, but only 39 new jobs are 
involved. Most of the increase is 
operating expense from the net- 
work of 75 field offices which Con- 
gress authorized last year. 

Employment in the Civil Aero- 
nautics Board has climbed from 
6,800 in 1946 to 13,300 for 1948. 
Its budget has fluctuated from a 
low of $24,300,000 in 1940 to a 
$185,400,000 peak in 1942, and is 
now set at $102,000,000 for 1948. 


Commercial Credit 
Approves ‘47 Campaign 


The Commercial Credit Com- 
pany’s commercial financing di- 
vision, Baltimore, has approved 
a 1947 campaign which will in- 
clude full-page, two-column, and 
one-column_ advertisements in 
consumer, business and financial 
publications, through VanSant, 
Dugdale & Co., Baltimore. 

The new = schedule includes 
Business Week, Credit & Financial 
Management, Dun’s Review, Jour- 
nal of Accountancy, Mill Supplies, 
Modern Industry, Nation’s Busi- 
ness, Newsweek, Southern Lum- 
berman, Textile World, U. S. News 
and West Coast Lumberman. 


Buys Rasmussen Shoe 


ieeiniiietecssieees oe 


ra orapetst tun ONY, 


Rasmussen Shoe Company, ff 


Westboro, Mass., has been ac- 
quired by A. E. Nettleton Com- 
pany, Syracuse, N. Y. The new 
unit, remaining under direction of 
Paul C. Rasmussen, will continue 
to produce its Saddle Master line 
and will make a line of Lady Net- 
tleton shoes. 


GREENWICH 
LEADS! 


In Greenwich, Conn, 
(34,000 Population) 


$9,204,000 


was spent in 1945 for 


FOOD 


(Bource—1946 Sales Management) 
This Market 
Deserves Your 


“A” Schedule 


In 


Greenwich Time 


Often Called “The Best Suburbaa 
Daily Newspaper in Ameriea” 
Nationally Represented by 
SMALL, BREWER & KENT, ING 
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UNCOVERED! 


57,000 Baltimore Families 
Never Counted Before 


It’s a fact! A city the size of Syracuse or Richmond 
or Fort Worth whose 57,000 homes had never been 
counted — and all of them right in Baltimore’s teem- 
ing, busy City Zone. 


Now, for the first time since the 1940 U. S. Census, 
the Baltimore Health Department — with cooperating 
government units — brings the record up to date: 
Baltimore’s City Zone now has 321,158 dwelling units* 
— up 57,620 from the last previous authoritative fig- 
ure, that of 1940. 

“Sources: Director of Statistical Section, Baltimore City Health Department; Build- 


ings Engineer, Baltimore County; Supervisors of Assessments, Howard and Anne 
Arundel counties. 


NATIONALLY 


REPRESENTED BY 


HEARST 


That means a new approach to Maryland marketing. 
For now, more than ever, you need the biggest paper 
to cover bigger Baltimore. You need the News-Post 
— biggest in Baltimore for 19 years. 


FIGURE IT OUT FOR YOURSELF 


To cover 321,158 families* in Baltimore’s City Zone, 
you can’t do without the News-Post City Zone circu- 
lation of 194,063 — Baltimore’s biggest. News-Post 
total net paid circulation is 221,127. 


FOR 1947, MORE THAN 
EVER, IT’S THE 


ADVERTISING 


SERVICE 
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Dodge Trucks Get 
Record Campaign 


Detroit—The Dodge division of | 


Chrysler Corporation intends to 
set a new peak for truck advertis- | 
ing this month with 1,200-line ads 
in 425 dailies and weeklies pro-| 
moting the merits of Dodge Job- 
Rated trucks. 

Dodge officials believe the forth- 
coming campaign includes. the 
largest single advertisement in the 
biggest list of newspapers em- 
ployed by any truck maker in the 
past six years. 

“Only Dodge builds ‘Job-Rated’ 
trucks” is the headline of the mes- 
sage, which calls attention to the 
fact that Dodge builds 175 basic 
chassis models to fit 97% of all 


;} hauling needs. Truck buyers are 
reminded that Dodge dealers have 
the proper engineering data to 
select the right truck for their 
needs. 

| Dodge truck copy also is appear- 
ing in an extensive list of national 
|and vocational magazines, and in 
farm publications, through Ross 
Roy, Inc. 


Vess Beverage Appoints 
Four for Vess Cola 


Vess Beverage Company, St. 
Louis, has established separate di- 
visions for Vess Cola and Whistle. 
V. R. Burtch, formerly general 
sales manager of Grove Labora- 
tories, Inc., has been appointed 
general sales and advertising man- 
ager of Vess Beverage Company, 
|in charge of sales and advertising 


for Vess Cola. 


C. W. Beintker, former field rep- 


resentative for Whistle and Vess 
Cola, has been named assistant 
sales and advertising manager of 
Vess Cola. Byron R. Brown, for- 
mer field representative for Vess 
Cola, Whistle and Bubble Up on 
the West Coast, has been named 
regional sales manager to promote 
Pacific Coast Vess Cola sales, and 
Bert Blood, formerly with Spool 
Cotton Company, has been ap- 
pointed special representative of 
Vess Cola. 


To Beaumont & Hohman 


Jack E. Early, formerly assist- 
ant manager of the Reno, Nev., 
Chamber of Commerce, has joined 
Beaumont & Hohman, San Fran- 
cisco, as account executive in 
charge of Pacific Greyhound Lines 
advertising. 


'networks, advertising agencies and 


First National 
Hooperating Study ’ 
Due Next Fall 


New York—C. E. Hooper’s first | 
nationally - projected radio pro-'| 
gram ratings (AA, Feb. 24) will | 
be released next fall, it was 
learned last week following a) 
preview here of the techniques | 
to be employed in this long-prom- 
ised undertaking. 

The first formal presentation of | 
the “projectable rating” plan was | 
made before representatives of | 


| BEFORE THE BATTLE—A. C. Nielsen 


(left) and C. E. Hooper exchange 

broad smiles and easy banter as they 

wait to lay their respective and dissimi- 

lar radio research stories before the 

Radio Executives Club in New York 
Feb. 20 (AA, Feb. 24). 


MILWAUKEE marxerorics 


THe MILWAUKEE JOURNAL composite in- 
dex of business conditions in Milwaukee 
county reached a new high mark of 261.3 in 
December as compared to 217.8 in December a 
year ago. This index includes retail sales, em- 
ployment, pay rolls, bank debits and construc- 
tion permits, with 1935-’39 averages as 100. 


Sales Management magazine’s monthly index, “High 
Spot Cities,”’ estimated Milwaukee’s retail activities in 
January at 260.6, based on January, 1939, as 100. This 
was far above the index of all but one of the nation’s 
fifteen largest cities. 


Federal Reserve Bank reports on department 
store sales show Milwaukee with an index of 
475.9 in December as compared to 381.5 in 
December, 1945. Milwaukee’s gain of 32% in 
1946 department store sales over 1945 again 
topped the gains of all cities over 500,000. 


The Wisconsin Industrial Commission reported that 
factories in Milwaukee county employed 146,900 pro- 
duction workers in December, an increase of 2,000 over 
November and 10,900 over December, 1945, This figure 
will be upped about 6,000 more on settlement of a 
strike. The present index of factory employment is 
150.2, based on the 1935-'39 average as 100. 


The pay roll for production workers in Milwau- 
kee county factories totaled $7,563,000 weekly 
in December. This is an increase of 20% over 
December, 1945, and nearly three times the 
average in pre-war years. The average weekly 
pay check was $51.33 as compared to $45.64 in 
December, 1945, and $31.55 in 1940. 


The number of workers in Milwaukee county covered 


by the Wisconsin unemployment compensation act rose 


from 184,322 in 1940 to 263,749 in March, 1946. These 
figures do not include governmental, railroad, agricul- 
tural or domestic workers or employes of firms with 


less than six workers. 


Of more than 65,000 veterans who have re- 
turned to Milwaukee county, all but 2,000 are 
employed or are completing their education. 


Check transactions (debits to individual accounts) in 
Milwaukee banks reached an all-time high figure for 
any one month in December—$1,256,377,318. This was 
18% over December, 1945, and 297% of the average 
monthly volume in the five-year period, 1935-'39. 


Wisconsin savings and loan associations 
showed a gain in assets of more than $33,400,- 
000 in 1946, reaching a total of $218,095,000., 
These associations have made 5,887 GI home 
loans of $37,559,000. 


Milwaukee county construction contracts in December 
totaled $4,300,000. The total of $58,540,000 for 1946 
was double the 1945 volume and two and one-half times 


the yearly average of the 1935-’39 period, 


Prices received by Wisconsin farmers for their 
products in December were indexed at 319 as 
compared to 213 in 1945 and 103 in 1940. 


Average net paid circulation of The Milwaukee Journal 
in January was 307,361 daily and 361,830 Sunday— 
gains of 15,342 daily and 19,773 on Sunday as com- 
pared to January, 1946. ABC City Zone circulation of 
225,348 daily and 207,593 Sunday represented coverage 
of 96% of all homes on weekdays and 89% Sundays. 
No other single medium can take your advertising into 


half as many homes in Milwaukee and suburbs. 
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' advertisers in and near New York, 
‘including members of the Hooper 
network audience measurement 
advisory council (AA, Feb. 3). The 
/press was not invited, but a 
‘Hooper spokesman said later that 
|a press showing undoubtedly 
would be scheduled soon. 

A private presentation similar to 
‘the one in New York will be made 

in Chicago within a week or so, 
| Hooper announced. It is expected 
that the plan also will be show- 
, cased on the West Coast. 

Wins Unqualified Support 

“Reaction was 100%” in favor 
of the project at the New York 
| unveiling, a Hooper official re- 
| ported. There were “no questions 
'about the method” and many were 
| anxious to see the first study made 
earlier than next fall. Some re- 
| quested that ‘stop-gap material” 
, be made available pending com- 
| pletion of the first survey, the rat- 
| ing executive said. 

The national Hooperatings pre- 
/sumably will be based on a com- 
| bination of the telephone-coinci- 
| dental and listener-diary systems, 
| although the Hooper press release 

following the initial presentation 
|} made no mention of the diary. 

| The projectable ratings plan, 
|said the statement, “utilizes the 
'best and most economical avail- 
able source material: 

“A. Coincidental telephone calls 
totalling 1,228,230 per study (al- 
ready being paid for by subscrib- 
ers) as base for size measurement. 

“B. It uses the best and most 
economical known devices and 
methods to compensate for the 
‘recognized limitations of the tele- 
| phone home poll. 
| “C, Broadcast Measurement Bu- 
'reau figures on radio homes for 
| purposes of both sample distribu- 
tion control and projection. 

“—D. U.S. Census information on 
| city-town-country distribution, oc- 
| cupational and industrial alloca- 
tion of sample.” 

The plan, Hooper added, “recog- 
nizes that if ratings are to be pro- 
jected, the sample size behind each 
must be so large as to remove, in 
every practical sense, the factor 
| of statistical variation.” 

It was generally agreed that two 
or at best three-times-a-year fre- 
quency in such comprehensive 
studies “represented practica! 
satisfaction of industry needs,” 
Hooper said. 


IBS Names Officers 


Intercollegiate Broadcasting Sys- 
tem, a network of campus radio 
stations, has elected Dr. Russell 
Potter, Columbia University direc- 
tor of the Institute of Arts and 
Sciences, as president. Other ne 
|officers are Roger Clipp, gene 
manager of WFIL, Philadelph 
vice-president; Judith Wallé 
NBC’s director of public service 
Chicago, secretary, and Guy del! 
Cioppa, assistant to the chairm: 
of the board of CBS, treasurer. 


WKNE Names Young 
Station WKNE, Keene, N. & 

has named Adam J. Young, In: 

New York, as its representative. 
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YOUR PRODUCT, when it is advertised in 
Good Housekeeping, has two reputations 
to recommend it—yours and ours. 

And ours is a valuable plus for yours. 
For the confidence women have in the in- 
tegrity of Good Housekeeping extends to 


the advertisements in it. Thus each adver- 
tisement has greater conviction here than 
it could have anywhere else. 

And there is no need to tell you that the 
power of conviction is a major force in 
making sales. 


ADS ARE MoRE GoenViel ve 
GOOD HOUSEKEEPING! 


Women know... 
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Good Housekeeping 
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we give this seal to no one— 


the product that has it, earns it. 
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Prices of Homes 


Rising, but Some 
Sell Under $5,000 


New Materials 
Shown Builders 
at Chicago Show 


Cricaco—Builders and govern- 
ment housing officials talked 
mostly of still-rising costs, of 
$10,000-and-over houses and of 
apartments renting for an average 
of $80 to $90 at the annual con- 


vention of the National Associa- 
tion of Home Builders here last 
week. 

At the NAHB exposition, how- 
ever, much attention went to 
“newfangled” building materials 
and to packaged houses costing 
less than $5,000, or renting for 
only $50 a month. 

Among the prefabricated houses 
attracting much interest was the 
arch-rib steel frame unit of Stran- 
Steel division, Great Lakes Steel 
Corporation, Detroit. The Stran- 
Steel Arch-Rib Home, advertised 
in nearly full pages in the Chicago 
News and Tribune several days 
last week (at an $18,000 cost), 
contains five rooms and can be 
built by contractors to sell for 
$4,000 to $6,000. 

Stran-Steel expects to sell sev- 


eral thousand units monthly. The 
company sells the frame and 
sheathing to builders for less than 
$1,000, and the builders are said 
to be able to complete the struc- 
ture economically and get FHA 
mortgage insurance. 


Cemesto Home Visited 


Another exhibitor was R. G. 
LeTourneau, Inc., Longview, Tex., 
whose “mechanical rooster that 
lays a cement house in a day” was 
described in one of many elabo- 
rate displays featuring the exhi- 
bition. Builders were told that 
Tournalayers, of which five are 
now in operation, may be rented 
for $5,500 a month. These, with 
other equipment renting from 
$7,700 to $23,100 a month, can 
build from 20 to 160 houses 


monthly at a cost each of from 
$395 to only $144.38. 

Another cheap house, the Ce- 
mesto of Celotex Company, was 
erected on Balbo St. next to the 
Stevens Hotel where the conven- 
tion was held, and more than a 
thousand NAHB members visited 
it. The three-room house using 
the Cemesto “complete wall’ is 
designed to sell for about $6,000. 

Reynolds Metals Company ex- 
hibited its aluminum shingles, 
clapboard siding and _ garage 
doors, now being advertised in 
full color in American Home, Bet- 
ter Homes & Gardens, House 
Beautiful and Small Homes Guide. 
Metal Building Products, Detroit, 
also exhibited aluminum siding. 

At the convention Tuesday, 
Frank R. Creedon, federal housing 
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expediter, announced higher rental 
ceilings on new apartments to ap- 
ply in hardship cases here and in 
New York. Where builders can 
show high costs, they will be al- 
lowed to charge as much as $160 
for five-room apartments. Other- 
wise, rentals must average $80. 

Mr. Creedon also announced 
that builders may increase the 
price of $10,000 homes to cover 
costs of building garages, porches, 
adding oil heaters and for other 
additions. 

Raymond Foley, administrator 
of the National Housing Agency 
and commissioner of the Federal 
Housing Administration, an- 
nounced that the entire $1 billion 
newly available for FHA mort- 
gage insurance will be allocated 
exclusively for rental units. 


Prices Still Rising 


New housing should be coming 
onto the market at a rate equaling 
the “creation of new families” by 
mid-’48 and some vacancy in hous- 
ing probably will develop, late in 
1949, James C. Downs Jr., presi- 
dent, Real Estate Research Cor- 
poration, Chicago, asserted. He 
said that the biggest market ex- 
ists for houses selling below $8,500. 
Prices on new houses are as high 
or higher this year than last year, 
he said. 

Robert P. Gerholz, Flint, Mich., 
past president of the NAHB, pre- 
dicted the industry will build 960,- 
000 homes this year, against 
454,000 in 1946. He urged removal 
of rent ceilings on new homes and 
of price ceilings on new houses. 

Frank W. Cortright, executive 
vice-president, said the industry 
could have built twice as many 
homes last year had the govern- 
ment not interfered. 

The association elected Edward 
R. Carr, Washington, D. C., 
builder, president. 


Kay and Harry Daumit 
Form Kathryn, Inc. 


Kay and Harry Daumit, former 
owners of Kay Daumit, Inc., which 
was purchased by Colgate-Palm- 
olive-Peet Company (AA, Dec. 2), 
have formed a new perfume and 
cosmetic company to be known 
as Kathryn, Inc., with offices at 
314 W. Institute Pl, Chicago. 
Under the agreement, C-P-P ac- 
quired the right to the corporation 
name, Kay Daumit, Ince., and 
Lustre Creme shampoo, excluding 
the Forever Amber portion of the 
business. 

The new company will manu- 
facture Forever Amber perfume 
and cologne and other Forever 
Amber items; White Shirt and 
White Blouse colognes and de- 
odorants; Wicked and Double Dare 
colognes; and other items to be 
announced later. A color campaign 
in national magazines is planned 
for Forever Amber, as well as 
black-and-white space on other 
items. Newspapers will be used 
later. Hill Blackett & Co., Chi- 
cago, handles the advertising. 


Starts Furniture Drive 


Kensington, Inc., New Kensing- 
ton, Pa., is promoting a new line 
of chairs, tables, consoles, chests 
other open stock furniture 


| pieces, using four-color pages in 
American Home, Better Homes & 
| Gardens, House Beautiful, House 


& Garden and Time. Fuller & 


| Smith & Ross, New York, is the 
agency. 
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IN LOS ANGELES | , ———e 
Pons t HOME 


Many an Angeleno would like to solve his housing problem as 
easily as this resourceful Salt. An acute shortage of houses is just one 
indication of the phenomenal growth in the richest agricultural 


county in the world . . . where the number of million-dollar 


Los Angeles County is America’s Fastest Growing Major Market— 
and the Los Angeles Times is its Number One newspaper 


delivered to more homes than any other West Coast daily. 


NOTE: Due to the neu sprint shortage and our primary obligation to supply our growing list of 
readers a complete summary of news—we continue to ration advertising space 


LOS ANGELES 


CIRCULATION-PUBLISHER’S STATEMENT FOR THREE MONTHS ENDING SEPT. 30, 1946: Daily, 395,950; Sanday, 740,746. 


REPRESENTED BY WILLIAMS, LAWRENCE & CRESMER . NEW YORK, CHICAGO, DETROIT AND SAN FRANCISCO 
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farm products jumped from 16 in 1939 to 29 in the first post-war year. 
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Laundry Institute 
Opens First Drive 
on ‘Washable’ Seal 


JOLIET, Itt.—The American In- 
stitute of Laundering, an associa- 
tion of nearly 4,000 laundries, is 
setting out to eliminate an occupa- 
tional disease afflicting manufac- 
turers and buyers of washable 
merchandise — “Washability 
Worry,” which is characterized, 
according to the institute, by fear 
of customer complaints. 

In a new campaign in textile 
and garment makers’ publications, 
the institute urges store buyers to 
insist that goods promoted as 
“washable” bear the _institute’s 
“Certified Washable” seal. If this 
advice is followed, says the insti- 
tute, “no longer will W.W. haunt 
your dreams!” Copy is humor- 
ously dressed up by the inclusion 
of a frightened man—presumably 
a manufacturer or buyer of wash- 
able merchandise—h aunted by 


twin ghosts (W.W.). 

This is the institute’s first ad- 
| vertising drive on its seal of ap- 
| proval, and its first advertising 
campaign in many years. 

The institute members, who 
represent between 80 and 90% of 
the total laundry volume done by 
America’s 7,000 power laundries, 
will spend about $7,000,000 inde- 
pendently to promote public ac- 
ceptance of the seal. This amount 
will be spent in newspapers, radio, 
outdoor, bundle inserts, etc., with 
suggested material (including 
newspaper mats and radio scripts) 
to be supplied by the institute. 

Donahue & Coe, New York, is 
the institute’s agency, and has pre- 
pared the campaign material for 
the local laundry efforts. 


Truesdell to Hotpoint 


Leonard C. Truesdell, formerly 
general sales manager of the radio 
division of Bendix Aviation Cor- 
poration, Baltimore, has been ap- 
pointed vice-president in charge 
of marketing of Hotpoint, Inc., 
Chicago, effective March 10. 


= 


Radio Research 


Errs in Analysis, 
Barton Tells AMA 


New York—Radio research, re- 
cently an embattled ground with 
the two principal performers in 
the field, C. E. Hooper and A. C. 
Nielsen, blasting away for the 
education of the Radio Executives 
Club, last week received different 
treatment from Samuel G. Barton, 
president of Industrial Surveys 
Company, before the New York 
chapter of the American Market- 
ing Association. 

Skipping the question of tech- 
niques almost completely—except 
to note that audience samples are 
still too skimpy—Mr. Barton 
summed up his objections to radio 
research in five points: 

(1) Too little time, money and 
energy go into analysis, inter- 


pretation and application of the 
findings; 

(2) Too little is spent in pre- 
testing programs, or controlled ex- 
periments to gain advance read- 
ings on sales effectiveness, prod- 
uct identification, etc. 


‘Samples Too Small’ 


(3) Present samples are “so 
small as to be unusable except for 
the broadest generalizations, and 
sample sizes must be increased to 
permit sectional breakdowns, 
measurement of partial network 
hookups; 

(4) Far too many useless fig- 
ures are presented, which confuse 
the applier, obscure useful facts, 
and true costs per useful statistic; 

(5) Much inefficiency and du- 
plication in collection and basic 
treatment of radio audience data. 

Said Mr. Barton, a company can 
spend as much for radio research 
as can be profitably applied; it 
needs new data only as often as 
significant changes occur, and it 
needs degree of detail and ac- 
curacy only to the point of profit- 


earth-set star 


A diamond speaks many ways. 


Of man’s affection, a jubilee, of permanence. 


It remembers a birthday and emblazons the anniversary. 


But encircled in the engagement ring, a diamond's light 


is most relevant. It belongs, traditionally, to betrothals. 


The brilliant presence of diamonds at engagements 


and as fashion is a story we tell for our client, De Beers 


Consolidated Mines, Ltd., and Associated Companies. 


N. W. Ayer & SOM, INC. onisseions 


Detroit + San Francisco + 


Hollywood 


New York + Chicago 


Boston Honolulu London 
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able application. 

This leads to a frequency analy - 
sis which cuts squarely across the 
basic approaches of both the 
Nielsen and Hooper service: 

(1) The need for frequent re 
ports vary, ratings are needed 
weekly; 

(2) Projected total audience 
measurement need only be done 
about once a year; 

(3) Trend of inherent program 
popularity needs only be meas- 
ured about three times a quarter 
(omitting changes in network or 
format) ; 

(4) Characteristics of audience 
(telephone vs. non-telephone 
homes, city size groups, educa- 
tional levels, etc.) need be meas- 
ured only once a year, provided 
there is no change of format or 
facilities. 

To learn that a program reaches 
30% of its listeners in telephone 
homes is worth a lot the first 
time, said Mr. Barton, but to 
learn that fact repeatedly is 
worthless. To know that 40% of 
a program’s audience lives on a 
farm is also valuable—the first 
time. But a technique so accurate 
it will report within minus or 
plus .05% is valueless. 


Data Fall Short 


Suppose, Mr. Barton asked his 
audience, that he knows a pro- 
gram has decreased in farm audi- 
ence 1% from January to Febru- 
ary, while the audience in cities 
of 10,000-100,000 population in- 
creased 1%. These data are use- 
less because they do not tell which 


| homes are affected, and the short- 
| term statement constitutes no more 


than a restatement that about 40% 
of the program’s audience is liv- 
ing on farms. 

Also confused, in Mr. Barton’s 
opinion, is payment for research. 
Currently, networks, representa- 
tives, individual stations, adver- 
tisers, agencies and talent groups 
may all be paying for audience re- 
search. Mr. Barton believes that 
in the future all research will be 
divided into field collection of 
data and basic tabulation (which 
will be paid for by broadcasters) 
and special tabulation, interpreta- 
tion and application (which will 
be paid for by the user). 

This does not mean less money 
for radio research, Mr. Barton be- 
lieves, because the advertiser 
would profitably spend as much 
or more for the special tests which 
are adaptable for him. The ad- 
vantage of the change will be “the 
elimination of many hidden and 
unnecessarily duplicated costs.” 


Promotes DeSaulniers 


Lucien L. DeSaulniers, business 
manager, has been named pub- 
lisher of the Sentinel, Ansonia, 
Conn. He will continue to serve 
as business manager and assistant 
treasurer. 
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More on Advertising Costs . 


| crudely, the “Hobo News” is not | 


The subject of advertising costs 
is so extremely 
that we are delighted to publish in 
this issue the analysis prepared by 


Arno H. Johnson, vice-president | 
and director of media and research | 


of J. Walter Thompson Company. 

Mr. Johnson makes crystal clear 
what we have previously at- 
tempted to point out: that regard- 
less of actual dollar rates, basic 
media advertising costs are down 
because the potential market 
against which today’s advertising 
dollars are placed is greater than 
it has ever been in history. 

The importance of measuring 
advertising costs against buying 
power or potential sales cannot be 
overestimated, and Mr. Johnson’s 
analysis proves, rather conclu- 
sively, it seems to us, that aver- 
age potential of mass advertising 
media has risen sharply since pre- 
war days, even when higher prices 
and greatly increased personal 
taxes are taken into account. 

The concept of measuring ad- 
vertising costs against buying po- 
tential of the audience cer- 
tainly not new. It has been fol- 
lowed almost since there has been 
advertising. That is why, no mat- 
ter how cheap in dollars a me- 
dium’s advertising rate may be, no 
intelligent advertiser or agency 
would buy the medium’s space 
unless it was sure that the audi- 
ence reached represented a sub- 
stantial market for the product or 
service being sold. To put it 


is 


Keep Your Eye 


If there are any advertising and 
marketing men who felt that the 
end of the war and the demise of 
most of the war-born government 


agencies would permit them to 
turn their attention away from 
the Washington scene, current de- 
velopments have already disa- 
bused them. 

On March 4 the Senate small 
business committee will tee off on 
its newsprint study, with under- 


tones of far-reaching importance 
to the entire merchandising world, 
and on the same day another Sen- 
ate committee will expect the Post 
Office Department to come back 
with definite recommendations for 
increasing second class mail rates 
and for “soaking the big maga- 
zines.” In addition, and as a fur- 
ther example, appropriations com- 
mittees and civil service commit- 
tees in both houses will shortly 


Commerce Department 
with particular regard 
legislation 


examine 
activities, 
t census 


to and ap- 


important now | 


/normally considered a good buy 


for a yacht advertiser, regardless 
of its dollar rate per page, whereas 
Yachting is considered an excellent 
medium. 

Few will argue with this method 
of figuring the value of an adver- 
tising investment. The point seems 
to be that a number of people, in 
and out of advertising, have either 
forgotten this, or have come to the 
conclusion that media costs and 
rates have risen faster and further 
than either buying power or circu- 
lation would justify. Mr. John- 
son’s figures indicate that the re- 
verse is the case. 

On the other hand, as we have 
pointed out before, there is far 
more to advertising costs 
merely rates and circulation, even 
when buying power included. 
No two advertisers have ever paid 
the same actual rate, even when 
they have used the same media, 
because one factor in that rate is 
the audience the medium provides, 
and the other equally important 
factor is the efficiency with which 
the advertiser addresses his mes- 
sage to that audience. Still an- 
other factor, of scarcely less im- 
portance, the matter of how 
effectively all other advertisers 
also address that audience. 

When advertising will make 
sales economically and profitably, 

| it “cheap” advertising; when it 
won't, it is too expensive, no mat- 
what it costs. 
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ter 


on Washington 


propriations. 
The second class postage rate 
situation looks extremely danger- 


ous, although it is frequently im- 


than | 
' sational 


| 


possible to tell whether our solons | 


are making a real noise, 
which they 


or merely 
will echo 
the district. As 
stand it looks as 
it will take a great deal of 
to the Sena- 


one hope 


piously home 


now, 


in 
things 

though 
conv 


persuading ince 


torial committee that rates for 
mailing national magazines should 
not be increased sharply—so 
sharply, in fact, that they may be 
driven from the mails. And what 
would wap tong to business papers 

difficult to contemplate. 

These are publishers’ headaches, 
of course. But, as has been dem- 
nstrated plenty of times before, 
headaches have a habit of spread- 


ing out from their original habitat. 
Therefore, the advertising 

marketing had better 
prepared to make its stand on 
these issues perfectly 


whole 
ana world 
be 


clear 


—Copyright 1947 by Esquire, Inc., 


Ap 4 aes 


919 N. Michi- 


sa 


Advertising Age, March 3, 19 7 


The following documents may 
secured without charge from co 
panies sponsoring them, or throus 
ADVERTISING AGE, by any nation: 
advertiser or advertising agency 
executive writing on his busines: 


letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago |], 
Ill. 


No. 2762. Advertising Guide Boo! 

Morlock Advertising Agency has 
issued this pocket-size guide 
which contains a condensed list of 
magazines, newspapers, farm pub- 
lications and radio stations, with 
tabulated data on circulations and 
rates. 


No. 2763. Consumer Survey of 
Brand Preferences in Haver- 
hill, Mass. 

Brand preferences for a list of 
food and drug products, gasoline, 
tires, and tobacco products, as well 
as preferences for various vacation 
spots and modes of travel are in- 
cluded in this study made by the 
Edward J. Noonan market research 
organization for the Haverhill Ga- 
zette. The report carries a map of 
the Haverhill trading area, and 
analyses of family composition and 
newspaper readership. 


No. 2731. WNAX—1945-1946. 


Station WNAX, Yankton, S. D 
made identical listener diary 
studies for comparable weeks of 


/1945 and 1946, both covering the 


gan Ave., Chicago, Ill. (Esquire, March 1947) 
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Semantic Notes 

Only a few years ago, conver- 
circles buzzed with se- 
mantics, one of those enchanting 
topics which preceded the war, 
the bomb, and relations with Rus- 
sia. 

One of the niftiest semantic 
notes we've seen is Curtis Pub- 
lishing’s “Another Language,” part 
of the company’s continuing pro- 


motion for Ladies’ Home Journal. 
What “Another Language” is 
about, of course, is the difference 


between men and women, a sub- 
ject by now almost as familiar to 
Curtis as to James Thurber. Their 
speech is different, says the Jour- 
nal, and cites some uproarious ex- 
amples: 

A man with one small bag looks 
at his wife, surrounded by lug- 
gage. 

SHE: 
ing?” 

HE: “Is that all you’re taking?” 

This will give you a fair idea 
about what goes on in “Another 
Language” and it is well worth 
reading, if only for the fun of it. 


Er—How’'s That? 

One of Times Square’s niftiest 
spectaculars shows a streamliner 
breezing through one of the bril- 
liant-huéd, eroded canyons of the 
West. The train, however, plainly 
bears ACL markings—standing for 
Atlantic Coast Line, one of the 
nicer ways of getting to Florida. 


“Is that all you’re tak- 


Value Received 

We are indebted to Lewis & 
Gilman, the Philadelphia agency, 
for giving us an answer to a ques- 
tion that never particularly 
bothered us. One of the agency’s 
clients, Farm Journal, recently 
undertook to evaluate wives. Ac- 
1 dollar value, that is. A pro- 
of agricultural economics 
noted that farm wives who helped 


+yye 
Uda 


tessor 


|same sample 


| vides 


same 80-county area and using the 
size. This report 
issued by The Katz Agency, pro- 
a comparison of wartime 


|and postwar listening and the ef- 


| represents a 4% return on $69,000. 


Thus a good wife is worth $69,000. 


No attempt is made to assess 
urban helpmates, but obviously | 
they are worth something—and 
|the interest rate is higher on 
urban property. 

No matter how you figure it, 
Tommy Manville has liquidated a 
lot of assets. 

Jottings 


|Merchants Restaurant, 92 Market 
St, 


Standard Oil employes are do- 
nating clothing and shoes to Esso 
employes in Hungary, Romania 
and Austria. A year ago, Stand- 
ard employes made a similar con- 
tribution to fellow employes in 
need in northern Europe... 

Hands across Atlantic note—The 
New York Herald Tribune’s read- 
ing notice “Coming to England? | 
David M. Sibbles & Son of the 


Manchester in Lancashire, 
offer the same good food and drink 
that your G.I. sons enjoyed. We 


jare still finding their gum parked 


under our chairs—bless ’em. . .’ | 
Davison-Paxon Company, At- 
lanta department store, ran ad-| 


/vertisements in New York papers | 


which ought to cement relations. | 
The copy, placed through H. B.| 
Fuller, Atlanta agency, said in| 
part, “Yes, suh, Broadway to us| 
is just a wider and longer Peach- 
tree Street and New York’s the 
Atlanta of the No’th!”... 

A colleague suggests, after read- 
ing with mixed feelings that Wil- 
son & Co. had just announced 
National Bread & Gravy Month, 
that this column should come out 
strongly for a Soup-to-Nuts 
Month to end all months... 

Vehicle Advertising Company, 
Glen Cove, L. I. N. Y., sells space 
on the rear of private automobiles, 
which ought to fascinate pedes- 
trians who will now be able to 
take both the license number and 
the product of passing cars... 


their husbands made farms earn Revlon has three new lipstick 
$2,760 more than farmers un-_ shades, Quiet Pink, Certainly Red 
helped. and Natural. Wonder why not 
This, the farm magazine notes,| Completely Natural? 
vy ‘ 


| No. 


jan 


| 419 


fect of the change of networks 
made between the two studies. 


2728. Automobiles, Radios, 
Electrical Appliances in the 
American Magazine Market. 
This nationwide study, part of 
a qualitative survey of American 
Magazine families, indicates that 
on the average, about 45% of all 
urban families planning the pur- 
chase of cars, radios or electric 
appliances are undecided on any 
particular make. Throughout the 
study, ownership, buying prefer- 
ences and plans to buy are shown 
for all families and American 
Magazine families. The survey 
was conducted in 125 cities and 
towns having 2,500 or more popu- 
lation, and scattered in 44 states 


No. 2738. Market Digest of Wich- 
ita, Kansas. 

Wichita market data, including 
analysis of population, em- 
ployment, sales and market indica- 
tors such as sales tax collections 
and auto registration, are shown 


|in this new booklet, issued by the 


Wichita Eagle. 


No. 2735. Wholesale Dry Goois 
Sales in the Pittsburgh Mar- 
ket. 


Pittsburgh’s wholesale dry goc 
area is mapped out in this folder, 
issued by the Pittsburgh Port- 
Gazette, along with a tabulati 
of market data including popula 
tion, number of families, types of 
stores and annual sales. 


is 
pe 


n 


No. 2674. 
vey. 
Hospital Management has issu 
this report of a survey of lau 
dry methods and procedures, su 
gesting the vast size of the hi 
pital market for laundry equi 
ment and supplies. Of qu 
tionnaires sent to 1,002 hospita 
replies were received fri 
nearly 42% of the superintender 
addressed, 320 of whom report 
that their hospitals operate pow 


Hospital Laundry Sur- 


| laundries. 
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PUBLICATION OFFICE: TULSA 1, OKLAHOMA ® OFFICES: NEW YORK, 


Yes Sir! Advertising is a big part of the NEWS in the 
oil industry . . . presenting new materials, new machines, 
new tools, and new services that will mean greater 


efficiency and more profits for oil men. 


More advertisers are CONCENTRATING their advertising 
in The Journal (more than twice as many pages than any 
other oil paper during 1946) for the reason that more 
readers are CONCENTRATING their reading in The 


Journal. 


Readers cannot read, and advertisers cannot use, 26 oil 
papers. So, BOTH have found by experience that when 
ae 


“Follow the Journal . . . YOU follow the Oil Industry!” 


On an Gad 


OURNAL 


A series designed to 
help oil men get 
more from their 
valuable reading time 
. and advertisers 
a greater return from 
their investment. 


This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 


tet 


PITTSBURGH, CHICAGO, LOS ANCELES, HOUSTON, ENCLAND, CANADA 
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he record each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY 
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'Hart-Conway Ups Three 


Joseph P. Brown, account ex- 
ecutive, has been appointed vice- 
president and member of the 
board of Hart-Conway Advertis- 
ing Agency, Rochester. John P. 
Street has also been elected to 
the board and has been named 
secretary of the agency. Harold B. 
Kennedy, vice-president, has been 
named executive vice-president. 


Chiquoine Leaves BBDO; 
Stays in Advertising 


Alexander Duncan Chiquoine 


given him a special interest.” 

| For 10 years Mr. Chiquoine has 
| been a director, secretary-treas- 
urer and operating committee 
member of the National Outdoor 
Advertising Bureau, and for two 
years he has been president and 
a director of the Traffic Audit 
| Bureau and a member of the Ad- 
| vertising Research Foundation’s 
administrative committee for the 
Continuing Study of Transporta- 
tion Advertising. 


Extends Bread Drive 


National Tea Company, Chicago, | 


Jr., senior vice-president and a_/ has extended the advertising cam- | 


director of Batten, Barton, Dur-|paign of its Top Taste bread to/| = ‘49 
stine & Osborn, New York, is|the Minneapolis area. Radio, | wy ims 
retiring from the agency “to divide | newspaper and point-of-sale ad- C Pia 
his time, with more latitude as|vertising introduced the bread to (Fonel a a 
to working schedule, among sev-| the Chicago market in December, | VIBRATOR i 


eral related fields in which his 
advertising agency experience has 


|1946. Schwimmer & Scott, Chi- 
cago, is the agency. 


eg, 
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This new service will be an added feature of the SRDS Consumer Maga- 
. a PRODUCT-ADVERTISING GUIDE to help you 


make sure that you consider all the magazines that can help you sell 


zine Section . 


your particular product. 


The PRODUCT-ADVERTISING GUIDE has grown out of an intensive field 
investigation into what Media Buyers want to know about consumer 


magazines. 


The research was done by the James O. Peck Company and 
developed into a penetrating study of what the Media Buyer faces 
today in his search for information that will help him find the magazines 
that will deliver his advertising to the largest number of potential 
buyers of the product, within the limits of the appropriation. 


Even experienced Media Buyers want it 


More than a hundred sales managers, advertising directors and 
managers, agency account executives, and space buyers revealed 
experiences, needs, and problems that, in effect, are summed up in 
the following comment by a Space Buyer referring to the PRODUCT- 


ADVERTISING GUIDE: 


“This idea is something I have been looking for for some time. 
Even a great deal of experience does not preclude the possibility of 
our missing a likely publication which might be used to advertise 


a particular product. 


“After a number of years you should know all the books, and you 
should have a good idea what books should be used for what products 
—and still you might miss one. And the one you miss might be one 


that could do a good job. 


“The advantage of this idea is that you have everything in front 


of you at once and can refer to it easily and quickly.” 


“Am I overlooking any magazine that will help sell our product?” 


The essential purpose of the PRODUCT-ADVERTISING GUIDE will be to 
help you make sure of not missing a single bet. It will connect 
each magazine that’s listed regularly in the SRDS Consumer Maga- 
zine Section with the specific types of products for which it is a 
possible advertising medium. It will give you an up-to-date list of 
product surveys, studies, and other informative material offered by 


the magazines. 


It will be useful to you beginning with the first step in selecting 
the magazines most suitable for advertising your product. Watch for 


the announcement of the Guide’s first appearance. 


CONSUMER MAGAZINE SECTION 


STANDARD RATE & DATA SERVICE 


“The Hatconal rbather<ty 
WALTER E. BOTTHOF, Publisher 
333 NORTH MICHIGAN AVE. ° 


MEW YORK * LOS ANGELES °- 


POT 


CHICAGO | 
SAM FRANCISCO 


audience that 


a product.” 


field research 


If you buy space as these Media 
Buyers say they do, the PRODUCT- 
ADVERTISING GUIDE will help you. 


Agency Space Buyer and Re- 
search Director: “1 \ike to have in- 


formation about the character of the 


is pertinent to a par- 


ticular product. Careful study is 
important in buying space because cir- 


culation figures alone never really sell 


Director of Media: “When we have 
a new product to be advertised, we use 
about every available source to find 
out which magazines will give us the 
greatest number of readers among the 
kind of people who are prospects for the 


particular product we are selling.” 


Space Buyer: “Our selection of mag- 
azines depends upon the product to be 
advertised. The characteristics of one 
magazine may be valuable in the ad- 
vertising of one kind of product and 
of no value to the advertising of another 
kind of product.” 


(The above remarks are from the Peck 


reports.) 
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| NEW VIBRATOR COPY—This is part 
of the business paper campaign 
| launched for the Coronet Vibrator by 
Manufacturers Marketing Company, 
| Chicago, national sales agent for Lek- 
| tron Corp., the maker. Anderson, Davis 
|  & Platte, New York, is the agency. 


Vibrator Goes 
National After 
Successful Debut 


Cuicaco—After phenomenal in- 
troductory sales in the New York 
metropolitan area, Manufacturers 
Marketing Company on Feb. 28 
launched the new Coronet Vi- 
| brator in 26 key cities throughout 
the nation amidst a fanfare of 
| newspaper advertising. 

The Coronet Vibrator, made by 
Lektron Corporation, New York, 
| for whom Manufacturers Market- 
| ing is the national sales agent, was 
| introduced shortly before Christ- 
mas in New York where Bloom- 
| aeene reported sales of about 
| 


1,500 in less than two weeks. 
| Other stores in the New York 
area reported similar quantities 
|sold. Advertising there was con- 
| fined to newspaper ads of about 
1,000 lines. 

| Consumer magazine copy will 
| begin with black-and-white pages 
'in April issues of Harper’s Bazaar 
and Vogue. In addition, the com- 
| pany expects to maintain its ad 
schedules in business papers, in- 
cluding Drug Topics, Electrical 
Merchandising and Retailing Home 
| Furnishings. The company esti- 
mates that its promotional ex- 
penditures for 1947 will be ap- 
proximately $200,000. Anderson, 
Davis & Platte, New York, is the 


agency. 
The Vibrator, packaged with 
additional attachments, will be 


distributed through electrical job- 
bers. Retailing at $9.85, the pack- 
age contains devices for mas- 
saging gums, scalp and various 
body muscles. It weighs about six 
ounces, and the company claims 
that the appliance is as easy to 
hold as a fountain pen. 


O’Donnell-Doran Names 
Rugge; Readies Ale 


Fred C. Rugge, formerly sales 
manager for Liebmann Brewerivs, 
Brooklyn (Rheingold beer), and 
institutional sales manager r 
Canada Dry, has joined O’Donne -- 
Doran Company, Detroit, as r.- 
tional sales manager for Dora’ s 
imported Canadian ale, curren’) 
being readied for national dist! '- 
bution in the United States. 

Local and regional distributc's 
are now being named in New 
England and Atlantic seaboa 
states, with distributors for 1 ¢ 
rest of the country to be namcc 
later. No advertising is anti 
pated in the immediate futu' 
J. M. Mathes, New York, is t!e 
agency. 


Appoints Olsen 


Franklyn H. Olsen has bet 
appointed to the advertising sal 
staff of the Lockwood Trade Jou'- 
nal Company, publisher of Pap’ 
Trade Journal, Tobacco and Loc :- 
wood’s Directory. He will make 
his headquarters in Cleveland. 
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Premium Offer 
Jsed in Research 


Cuicaco—Replies from about 
0,000 readers of the Feb. 22 Sat- 
rday Evening Post are expected 
rom a single-column ad offering 
_ premium for answers to a ques- 
ionnaire on fountain pens, ink 
nd wrist watches. 

The copy, which appears over 
‘he signature of the Recording and 
Statistical Corporation here, was 

ritten and placed by J. Walter 


1ompson Company, which is 

aking a survey on brand prefer- | 
ences. The client’s name was not | 

sclosed. 

The questionnaire asks if the | 

atches and fountain pens were 
purchased by the reader, or were | 
eifts, and if the reader would buy | 
the same brands for himself. 

Little use has been made of this | 
type of questionnaire since 1934 | 
when the agency made a similar | 
study for the same client. The | 
statistical company said that such | 
a study leaves unanswered some | 
questions usually answered in di- | 
rect interviews, such as approxi- | 
mate income of the persons re-| 
plying. The magazine type sur- | 
vey gives an accurate geographical 
indication of use and also of 
product usage, as well as state, 
county and city brand prefer- 
ences, it said. 

The statistical company said it 
expects to run a similar question- 
naire in a forthcoming issue of 
Life. 


Florida Adclub loins 
AFA; Elects Officers | 


The Advertising Club of Cen-| 
tral Florida, with headquarters in | 
Orlando, which received its official 
charter Feb. 4, has become an) 
affiliate of the Advertising Fed- 
eration of America. 

William Verigan, advertising 
manager of American Machinery 
Corporation, has been elected 
president of the club. Other offi- 
cers are Burt Burris, advertising 
manager of Dr. P. Phillips Citrus 
Products, vice-president, and 
Henry S. Jacobs, Station WDBO, 
secretary. 


Two Appoint Gibson 
Hydraulic Development Corpo- 
ration, manufacturer of pipe joint- 
ing compound, and the National 
Water Main Cleaning Company, 
supplier of water main cleaning 
service, have appointed Geo. H. 
Gibson Company, New York. 
Business papers will be used. 


WHAT GOES ON 
IN AMERICA’S 


GREATEST — 
INDUSTRY 


s completely and accurately 4 
nte‘preted in the Automotive Section 
The Dallas Times Herald. Dallas- 
eager for news of America’s great 
Ou industry look FIRST to The 
Times Herald. 


Te Dallas Times Herald has the 
attest circulation of any news- 
er in the prosperous twenty- 
ty Dollas ABC Market. | 


THE DALLAS | 
TIMES HERALD 


Dallas’ Greatest Newspaper 


Represented by 
THE BRANHAM COMPANY | 


£. 


To Build a Textile Brand. 
You Must Sell 50,000 Executives! 
A 


Trade recognition is the foun- 
dation of every successful tex- 
tile brand. These are six of the 
hundreds of famous brands 
which have built brand accept- 
ance in the DAILY NEWS 
RECORD . . . which maintain 
that acceptance with regular 
advertising schedules in the 


COHAMA 


MEN'S WEAR FABRIC 


DAILY NEWS RECORD - WOMEN’S WEAR DAILY - RETAILING HOME FURNISHINGS + MEN'S WEAR - FOOTWEAR NEWS - FAIRCHILD INTERNATIONAL - FAIRCHILD TRADE DIRECTORIES 


f= Daily News Record 


= 8 WHOLE NO 17391 & & & NEW YORK 3, N. Y, MONDAY, FEBRUARY 3, 1947 TEN CENTS »,,os. ‘8:2 


Rain . Garment Performance ‘RAYON PRODUCERS Tariff Cut Opposition 
Foretold by New Lab Device PROTEST USCC SILK Reaffirmed by Besse 
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Use of “Raintester” and Army's Philadelphia Rain 
7 Room, NY-AATCC — A. Slowmske | Proposal Would Improperly ‘foees by A “Seate £ Offcial” 
aes Use Govt. Funds, Letter That Group Eases Policy Against Rae Decreases 
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There are about 50,000 executives on the policy-making level in the 
textiles, domestics, men’s, and boys’ wear fields. All of these executives 
must recognize and accept your trade-mark before it can be considered 
an established textile brand. 

But here’s the problem! These 50,000 executives are not all in the same 
field ... some are raw material producers, some are mill men, some are 
manufacturers, some are retailers, etc. How can your advertising reach 
them all without a king-size appropriation? 

There’s only one answer to that problem. . . 
DAILY NEWS RECORD. On the morning of every 
business day, the RECORD appears on the desks 
of 20,000 executives from raw material producer 
to retailer! Each issue is passed along to at least 
2 or 3 additional executives in each firm. One adver- 
tising message thus reaches them all 
taneously. 

That’s why the RECORD carries the regular ad- 
vertising schedules of textile’s big brands! 


. simul- 
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editing is swinging more 


sportsmen and advertisers to the 
Unquestioned Leader every month. 
Now the World's No. 1 sportsman’s 
magazine is bought by over 
700,000... the largest, lowest-cost 
coverage of men who buy the 


best of everything. 
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R&R Names Jongeward Deland Names Wesley 
Thayne B. Jongeward has been 


charge of sales, advertising and 
merchandising. 


C. M. Deland, New York woolen | 


appointed production manager of | mill representative, has appointed | GM Boosts Three 


the Seattle office of Ruthrauff &| Wesley Associates, New York, to 
Ryan. 


zine and business paper cam- 
| paigns scheduled for next fall. 
|The program will feature identi- 


bey of fabrics used in wom- 


en’s and children’s wear in which 
— Deland label appears. 

T Acquires Fastener Firm 

| Segal Lock & Hardware Com- 
pany, Norwalk, Conn., has ac- 
quired the assets of Strauss Fast- 
eners, Inc., New York. The Strauss 
company will be operated as a 
wholly owned subsidiary of Segal, 
with Sidney Kutin as executive 
vice-president and general man- 
ager. Charles K. Rudman has 
been appointed vice-president in 


UCCESSFULL 
(MITATED 


handle consumer fashion maga- | 


General Motors’ Cleveland diesel 


engine division has promoted T. E. 


| Hughes, for many years manager | 


|of the Washington office, to gen- 


|eral sales manager, and B. H.| 


Gommel, formerly service man- 
ager, to commercial sales man- 


|ager of the division. J. S. Melton, | 


_in the Cleveland office, will suc- 
| ceed Mr. Hughes in Washington. 


| 
Two Join Gibson Agency 


Laurance H. Brown, recently re- 
leased from the armed forces, has 


} 


joined Geo. H. Gibson Company, | 


New York, as copywriter and as- | 
Allen | 


|sistant account executive. 


Shaw, free lance artist, has joined | 


the agency as art director. 


NEW YORK SUBWAYS Advertising Company, 


Car Cards - 


Member of NATA 


630 Fifth Ave., New York 20, N. Y. - 410 N. Michigan Ave., Chicago 11, Ill. 


Inc. 


Station Posters 


Don Searle, v.p. in charge of ABC’s western div., returned 1 
work in Hollywood Feb. 13 with a coat of Arizona tan acquire: 
while he was recuperating from a recent illness. . . Rexall Dru; 
Co.’s president, Justin Dart, received the first annual marketin 
award of the American Marketing Association’s southern California 
chapter for contributing “most to marketing in southern Californi 
during 1946.” .. 

William H. Gannett, founder of the Gannett Publishing Co., cele- 
brated his 93rd birthday Feb. 10. A birthday cake and flower 
gifts of employes, greeted him in the offices of the Kennebec Jour- 
nal, Augusta, Me., where he appears every day... 

E. R. Boroff, v.p. in charge of ABC’s central div., is serving on 
Mayor Kelly’s Citizens Olympic Committee, which is leading th: 
campaign to bring the 1952 Olympics to Chicago. . . 

Fred W. Ellsworth, who retired Jan. 1 as vice-president of th: 
Hibernia National Bank, New Orleans, and has started his ow 
advertising service in that city, has been elected an honorary lif 
member of the Financial Advertisers Association. He was one o! 
the group’s charter members and its fifth president... . 

G. Lynn Sumner, who heads his own agency in New York, is 
the author of ‘‘“Meet Abraham Lincoln,” just published by Harper. . 
Two radio station neighbors in Massachusetts have a new bond 
with the announcement of the engagement of Beatrice Mae Cates, 
traffic mgr. for WLAW, Lawrence, and Robert Kimel, salesman fo: 
WHAYV, Haverhill Gazette station, which will soon make its debut 
The bridegroom-to-be is the son of David M. Kimel, WLAW sales 
ae 


FETE KROGER SHOW-—Station managers, Kroger executives and agency per- 
sonnel attended a party at the Sherry-Netherland, New York, given recently by 
Ralph H. Jones Co., Kroger agency, to celebrate the |0th anniversary of the 


grocery company's program, "Linda's First Love." Left to right, here, are Hal 

Gallagher, WTAM, Cleveland; George Tons, KDKA, Pittsburgh; Kathryn M. 

Hardig, radio time buyer for the Jones agency, and Wendell B. Campbell, 
KMOX, St. Louis. 


Mary Margaret Godfrey, account exec of Short & Baum, Portland, 
Ore., has been appointed national chairman of the publicity com- 
mittee of the Young Republican National Federation. .. Maj. M. V. 
O’Connell, USMC, director of public relations for the Merchandise 
Mart, Chicago, has received orders from Gen. Vandegrift, Marine 
Corps commandant, to organize and command the first Marin¢ 
Reserve volunteer training unit (for instruction in public informa- 
tion) in the U. S. Maj. O’Connell will handle this assignment in 
addition to his civilian post at the Mart... 

Anne Hayes, director of women’s activities for KCMO, Kansa 
City, Mo., was honored Feb. 20, when she was given the Brother- 
hood of Children award for 1946 by the Foster Parents’ Plan fo 
War Children for her interest in the plight of European childre: 
and efforts in their behalf... And John S. Knight, editor and pub- 
lisher of the Chicago Daily News, has received the same award fo 
his efforts in obtaining 20,000 food and clothing parcels sent by} 
Illinois residents to European children... 

Carl Christopher, head of the KSFO Farm Bureau, has bee! 
appointed a member of the agricultural committee of the San Fran 
cisco Chamber of Commerce for the year *47... Joel M. Burghalter 
partner in the Byer & Bowman agency, Columbus, O., gave th 
works on newspaper advertising to a group of auto, tire and gasolin 
company representatives at a recent meeting sponsored by Colun 
bus newspapers. He was introduced by James B. Jones, manag: 
of the Detroit office of Scripps-Howard... 

Harold E. Fellows, gen’l mgr. of WEEI, Boston, and director 
CBS operations in New England, is spending a two-week holid: 
in Bermuda with Mrs. Fellows. They’ll be back in Boston March ! 

. . . Possibilities of a world’s fair for 1953 are being studied 
St. Louis, and C. L. Thomas, gen’l mgr. of Station KXOK, has be: 
appointed to the liaison committee, which is doing the studying. 

R. A. Stapells, vice-president of J. J. Gibbons, Toronto agenc 
has been elected president of the Ontario Safety League. .. H. \. 
Kaltenborn, president of the new Twenty-Year Club of Rad 
Pioneers, is issuing invitations to the club’s first meeting April |! 
at the Harvard Club in New York. It’s scheduled to be a banqu« 
to celebrate Mr. Kaltenborn’s 25th anniversary in radio and to ele 
officers and committees. Dick Heath, pres. of Sun Country Broad 
casting Co., Tucson, first Arizona member of the club, is a membe 
of its general executive committee, from which will evolve 
permanent organization. . . 

Don Molitor, director of sales for Edward Stern & Co. in Philly 
and Mrs. Molitor have just returned from a two-week motor tri 
through North Carolina, Georgia, Florida and Virginia. . . Walte 
O’Meara, who began advertising with JWT in Chicago, strayed t 
B&B, returned to Thompson as head of creative departments an 
now spends about two months yearly as a consultant to the agenc) 
is author of the new “The Trees Went Forth,” published Feb. 2 
by Crown Publishers. . . 
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Advertising Age, March 3, 1947 


Admen, Medica! 
Chiefs Discuss 
Sales Approaches 


Cuicaco — The difference in 
viewpoints of advertising and 
medical men regarding the sales 
ipproaches of pharmaceutical ad- 
‘ertising and merchandising be- 
ame the subject for spirited dis- 
ussion at the midwinter meeting 
if the sales and advertising sec- 
ion of the American Pharma- 
‘eutical Manufacturers Associa- 
ion here Feb. 21. 

From the medical viewpoint, Dr. 
W. A. Compton, Ames Company, 
Inc., Elkhart, Ind., charged that 
nerchandising approaches aimed 
xrimarily at sales volume are not 
ynly wasteful of physicians’ time, 
but also are criminal if they mis- 
lead physicians in treatment of 
patients. He declared that adver- 
tising and promotional programs 
should be based on service ren- 
dered to physicians, and that if 
this were the case, sales would 
inevitably follow. 

George Orr, advertising man- 
ager of the Wm. S. Merrell Com- 
pany, Cincinnati, declared that 
possible complaints that advertis- 
ing and medical interests are too 
widely separated can be answered 
by welding pharmaceutical makers’ 
personnel groups into integral or- 
ganizations. For example, he said, 
medical directors shouid write the 
general outline of pharmaceutical 
copy. However, the burden of 
copywriting should not rest with 
the medical director, but should 
be built on his general outline. 
The same literature should be used 
by the advertising and sales de- 
partments to avoid conflicting in- 
formation. 


No Ad Increase Seen 


One of the pharmaceutical 
makers’ prime needs now is to 
build the ranks of men who are 
able to serve needs of physicians 
with a_ thorough 


\DVERTISING MAN! 


I'm an 
catcher every adv. man should 
EYE’ CATCHERS on his desk! 

| idea, don’t you think? 
You can take it from me, you must 
catch their eye before you can make 
them buy!! EYE’ CATCHERS is 


tops in advertising photos 


ou want to illustrate all your ads 
Pp readers OUICKLY 
you need inspiration for nimble 


f you are spendthrift enough to 
nest $7.50 per month in an EYE’ 
C\TCHER membership that will 
P you to profitably cash in on a 
lection of some 10,000 outstand- 
sales promotion photos 
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knowledge of 


pharmaceuticals and their pro- 
posed uses. It was pointed out that 
these represent the _ principal 
liaison between private physicians 
and manufacturers. 

Advertising for pharmaceuticals 
probably will not show’ any 
marked increase in quantity dur- 


ing 1947, Mr. Orr predicted. It 
was emphasized, however, that 
sales and promotion literature 


should be of such an informative 
nature that it will allow physi- 
cians to learn in a relatively short 
time what otherwise would take 
probably many hours of research. 


In the marketing of pharma- 
ceuticals, C. R. Jordan, of C. R. 
Jordan & Associates, Chicago, 


urged increasing efficiency of sales 
forces by increasing profits which, 
he declared, probably would ne- 
cessitate better products at in- 
creased prices. He also urged that 
efforts normally expended to im- 
prove weak markets be allocated 
to “softer” markets where volume 
is higher. Careful analysis of sales 
to show where true profits lie, is 


necessary if salesmen are to cover 
efficiently the territories assigned 
to them, he said. 

About 50% of the makers who 
want to export their goods have 
little if any information about how 
to build their export markets, ac- 
cording to Daniel A. Pardo, phar- 
maceutical export representative. 
He pointed out that various coun- 
tries will not allow imports where 
there are already similar prod- 
ucts made or imported. He 
warned that the export 
trade is high, and that to be suc- 
cessful a high sales volume should 
be assured. 


also 


cost of 


Smith Heads Cleveland 
Office of Hickerson 


J. M. Hickerson, Inc., New York 
and Washington, has opened an 
office at 1900 Superior Ave., Cleve- 
land, under the managership of 
Arthur E. Smith, who has been 
with the Minneapolis office of 
Batten, Barton, Durstine & Os- 
born as an account executive for 
the home appliance department of 


General Mills. 

The new branch will serve the 
Premier Vacuum Cleaner division 
of General Electric, and provide 
a Cleveland office for member 
utilities and others interested in 
the Edison Electric Institute. Mr. 
Smith was at one time advertising 
and promotion manager of the 
Premier division. 


Reduces Sunlamp Price 

General Electric Company’s 
lamp department in Cleveland has 
reduced the price of the G-E sun- 
lamp from $15 to $9.95, and has 
scheduled 450-line space in news- 
papers of several key cities to 
make the announcement. G-E 
sunlamp advertising also appeared 
in a black-and-white page in the 
Feb. 22 issue of The Saturday 
Evening Post. Batten, Barton, 
Durstine & Osborn, Cleveland, is 
the agency. 


Norwegian Ad Totals Up 


300k advertising by publishers 


is believed to account for an in- 
crease during 1946 in total na- 
tional advertising as reported by 
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Norwegian Press Statistical 
Sales of books, however, 
were not commensurate with the 
amount of advertising and 1947 
copy is expected to drop. Clothes, 
shoes and cosmetics copy is lag- 
ging, while increases in copy have 
been noted for automobiles, foods, 
machinery for agriculture and life 
insurance. 


the 
Bureau. 


Elects Gleiss and Benn 

Henry O. Gleiss, formerly di- 
rector of Market Research Sta- 
tistical Tabulating Company, has 
been elected a vice-president and 
member of the board of Gould, 
Brown & Sumney, Chicago. How- 
ard L. Benn, director of sales op- 
erations of 3runswick - Balke- 
Collender Company, also has been 
elected to the board. 


LETTER GADGETS keep those letters out 
of the waste basket and pay tor them- 
selves many times. These are attention- 
getters which triple the pulling power of 
letters or circulars when properly used. 
Send for circular and price list illustrat- 
ing many of them 


A. MITCHELL 
Room 726, ||| W. Jackson Blvd., Chicago 4 


HIT PAY DIRT WHILE YOU SLEEP! 


Five in the morning probably is the middle 
of the night at your house. Chances are 
you haven't been up at that early hour 
since New Year's Eve. Yet you can hit pay 
dirt while you sleep! Thousands of the 
400,000 farm families in WBBM's five-state 
territory are up (and listening to their 
radios) by 5:00 a.m. And WBBM is reach- 


ing them with “The Country Hour.” 


The earliest farm service feature 
aired by any Chicago station, “The Country 
Hour” scores a daily beat with market 
quotations and weather forecasts... fea- 


Chicago’s shelinesiitite Station Wwe Br 


Columbia Owned - 50,000 watts - 780 kc. 


tures interviews between agricultural 


home adviser, Gladys Blair. 


authorities and emcee Harry Campbell, 
who knows that a farmer’s shop talk is 
crop talk...and offers a unique service to 
rural housewives three mornings a week 
—information farm wives want to know 
and like to hear by the well-known farm 


If you want to hit pay dirt while you 


== 


sleep, ask us or Radio Sales to plant your 
advertising message on “The Country 
Hour” (5:00-6:00 a.m., Monday through 
Saturday). Then watch your sales grow! 
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Commerce Mag 
Assailed by ABP; 
Asks Suspension 


New YorK—The Associated 
Business Papers has opened fire 
on government publications which 


compete with privately-operated 
business papers and magazines, 
with the new “Federal Science 
Progress,” issued by the Com- 
merce Department, as its first tar- 
get. 


M. A. Williamson, ABP presi- 
dent, lodged protests against the 
Commerce magazine with W. 
Averell Harriman, Secretary of 
Commerce, and Rep. John Taber, 
chairman of the House appropria- 
tions committee. The criticism 
followed an ABP executive com- 
mittee meeting in Cleveland at 
which members looked over copies 
of “Federal Science Progress.” The 
publication is printed on _ high 
quality book paper and is pro- 
fusely illustrated. Its subscription 
price is $3 per year and, the ABP 
remarked, ‘as yet it contains no 
advertising.” 

Mr. Williamson advised Secre- 
tary Harriman that the nation’s 
business press was “considerably 
disturbed” over the Commerce De- 
partment publication, “which con- 
stitutes subsidized competition on 
the part of the government with 
a number of publications perform- 
ing kindred service under our pri- 
vate enterprise system.” 

If such a policy is continued, he 
added, ‘“‘there is nothing to limit 
the number of government pub- 
lications that might be issued com- 
petitively in any field.” He urged 
Mr. Harriman, for his part, to 
consider seriously discontinuing 
the competing publication. 

Rep. Taber was advised that 
government expenses—his com- 
mittee’s primary concern—might 
be reduced by ending the depart- 
ment’s “subsidized and uncalled 
for competition.” 


Plugs Sealing Equipment 

Better Packages, Inc., Shelton, 
Conn., manufacturer of gummed 
tape dispensers and other sealing 
equipment, has launched three 
separate business paper campaigns 
in color. Two campaigns, directed 


to industrial and commercial 
shippers, will use packing and 
shipping publications, and the 
third series, directed to paper 
merchants, will run in paper 
products publications. All three 


will emphasize automatic moisten- 
ing control. Direct mail will also 
be used. Ben Sackheim, Inc., New 
York, handles the account. 


RELIABLE | 
TRANSLATION 
SERVICE 


a SPANISH 
< \_ PorTuGuEsE 
- a > 7 


Your Spanish and Portu- 
guese must be correct, 
authentic and reliable to | 
do the right job in Latin 
America. The services of 
our well-qualified and 
capable translation. de- 
partment are available 
to you. Industrial copy a 
specialty. Send material 
requiring translation. 
Quotations will be sub- 
mitted promptly. 


EL TALLER MECANICO MODERNO 
* published by \ 
PUBLICATIONS, INC. 


431 MAIN STREET «+ 


CINCINNATI 2, OHIO 


Reid Clark to Kopmeyer 

Reid Clark Mfg. Company, 
Montgomery, Ala., manufacturer 
of Sifon-Aire Bait Tank for the 
fishing fraternity, has placed its 
advertising with M. R. Kopmeyer 
Company, Louisville. 


Safeway Names Hannah 


Safeway Stores, Inc., has ap- 
pointed Hannah Advertising 
Agency, San Francisco, to direct 
the advertising for its Nob 
brand coffee. 


Hill 


Sears Opens Big 
Mexico City Store 


Mexico Ciry—tThe first of Sears, 
Roebuck & Co.’s first two large 
department stores in Latin Amer- 


ica was opened here Thursday. | 


Gen. Robert E. Wood, president of 
the Chicago mail order company, 
and other Chicagoans were pres- 
ent for the formalities. 

The “A” classification unit is 
a two-floor-and-basement struc- 


ture of the windowless type used 
by Sears in several U. S. cities. 
Sears will also build another large 
store next winter in Rio 
| Janeiro. Further expansion in 
Latin America will depend on the 
success in operating the two stores. 

Sears also operates a smaller 
| department store in Havana, Cuba. 


Candy Units to Meet 


| The 64th annual convention of 
the National Confectioners’ Asso- 
|ciation has been scheduled for 


de | 
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May 25-29 at the Stevens Hote 
Chicago. Neal V. Diller, Nutri) 


| Candy Company, Chicago, is gen- 


eral chairman. The 21st Confe 
tionery Industries Expositio: 
scheduled for the same days, wi 
include exhibits of candy-makin 


| equipment, supplies, etc. 


Name Walker Company 


Robert W. Walker Compan, 
Los Angeles, has been named Pa 


cific Coast representative of Too 


Engineer and ASTE Director 
both published in Detroit. 


OBS 


Translating a dictionary meaning into actual human experi- 
ence gives us a one word definition of Capitalism. That one 
word is: JOBS! When a man—or a woman — invests his 
money in any productive enterprise with the idea of making a 
profit on the venture, he actually creates more jobs .. . makes 
it possible for more men and women to earn more money. 


Too long, this basic truth about Capitalism has been hidden 
by the barrage of propaganda laid down by those who would 
destroy Capitalism. Too long, Capital and Management 


have neglected their duty to tell the facts; their duty to 


explain that Capital at work actually means more men and 
women at work, a steady raising of the American standard 


of living. 


MOTOR AGE + COMMERCIAL CAR JOURNAL + THE SPECTATOR LIFE INSURANCE !N 


CHILTON 


We, at Chilton, feel that the welfare of the country as a 
whole—Capital and Labor—demands that Capitalism speak 
out with the truth; demands that the people be reminded 
that this dictionary definition of the word Capitalist: ‘One 
who has capital available for employment in productive 
enterprises" can be translated, simply, into one word all can 


understand: JOBS! 


CHILTON COMPANY, (Inc.) 


Chestnut and 56th Sts. ° 
Philadelphia 39, Pa. 


100 East 42nd Street 
New York 17, N. Y. 
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Savannah Council 
Taxes Stations 


SAVANNAH — Radio stations here 
have protested to the city council 
against a new ordinance requiring 
payment of a $100 fee to solicit ad- 
vertising for radio. 

Stations WDAR, WSAV and 
WTOC assert that the ordinance 
is discriminatory because no other 
nedia are taxed similarly. Their 
netition states that radio advertis- 


ing constitutes interstate com- 
merce and “under numerous de- 
cisions of the courts, a municipal- 
ity cannot levy an occupational or 
license tax against it.” 

No objection is made to that 


portion of the ordinance calling for 
| payment of the license fee for sta- 


tions’ use of city streets for ‘‘man 


| on the street” broadcasts. 


Eliminates Some Ads 


Because of the acute newsprint 
shortage, the Hampshire Gazette, 


Northampton, Mass., is accepting 
only classified and amusement ad- 
vertising for its Saturday editions. 
For the first time since becoming 
a daily, it did not publish on 
Washington’s birthday. 


Appoint Baker Agency 


The four Canadian licensees of 


the Spring Air Company, Holland, | 


Mich., maker of Spring Air mat- 
tress spring constructions, have 
appointed Baker Advertising 
Agency, Toronto, to handle pro- 
motion and advertising. The Cana- 


dian licensees include Sleepmas- 
ter Ltd., Toronto; Canadian 
Feather & Mattress Company of 
Ottawa; Parkhill Bedding Ltd., 
Winnipeg, and Vancouver Bedding 
Company. Business papers will 
be used. 


To Davis-Harrison 

Flame Retardant Industry of 
America, Los Angeles, has ap- 
pointed Davis - Harrison - Sim - 
monds, Los Angeles, to handle its 
advertising. Consumer advertis- 
/ing and direct mail will be used. 


CARPENTERS 
CLERKS 


JRANCE » ines * THE SPECTATOR PROPERTY INSURANCE REVIEW «+ DISTRIBUTION AGE 
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During 

1946 
advertisers 
and their 
agencies 
gave 
HOSPITAL 
MANAGEMENT 
more than 
one hundred 
more pages 
of display 
atlvertising 


than it carried 


during 1945. 


This is a 
greater gain 
than that of 
all other 
hospital 
publications 
combined for 
the same 
period. 


_ 
For Detailed 
Reference Data 


THE MARKET 
DATA BOOK 


Business 
Publications 


Edition 


100 E Ohio St. Chicage 
330 W 420d St, New York 
68 Post St. San Francisce 

Willlam- Oliver Bldg. Atlanta 
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O'Connell Ups Merklen 


Ethel Merklen, with —® ¢ 
O’Connell Company, New 
for six years, has been named 
creative director of the agency. 
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York, 


Names Burton Browne 


Chicago Transformer, manufac- 
turer of transformers and related 
electronic equipment and a di- 
vision of Essex Wire Corporation, 


has placed its advertising with 
Burton Browne Advertising, Chi- 
cago. 


Aids to Bread Drive 

The American Dry Milk Insti- 
tute, Chicago, has published a 
booklet for bakers containing 24 
radio announcements to aid in 


selling more bread containing 6% 
nonfat dry milk solids. The book- 
let, available upon request to the 
institute at 221 N. LaSalle St., 
contains 12 one-minute announce- 
ments, 6 half-minute announce- 
ments and 6 quarter-minute an- 
nouncements. 


Launches Whisky Drive 


Merchant Distilling Corporation, 
Terre Haute, Ind., has launched a 
campaign in newspapers for Mer- 
chants De Luxe blended whisky, 
promoting the trademark “The 


Spirit to Serve,” with copy local- 
ized for each state in which the 
ads are appearing. Arbee Agency, 
Terre Haute, is the agency. 


Detroit Art Club Names 
The Art Directors Club of De- 
troit has reelected Halsey David- 
son, Campbell-Ewald, president; 
Rocco Di Marco, Maxon, Inc., and 
Ralph Breding, J. Walter Thomp- 
son Company, vice-presidents, and 
John Hutton, Ross Roy, Inc., sec- 
retary. Frank Quail, Ruthrauff & 
Ryan, was named treasurer. 


Poor Tim! For once an issue of Wallaces’ has crossed him up. But 
Tim needn’t feel he’s the only farm husband on the spot. In the past 
twelve months, farm women by the tens of thousands have sent in 
twenty cents each for copies of patterns offered through the pages 
of Wallaces’ Farmer and Iowa Homestead. Actually, this response 
has reached the amazing figure of nearly one out of every three 
subscribers in a paper that reaches practically every farm Rg : 
home in the state! This is typical of the high reader in- he ~~ Hag 
terest and the responsiveness to Wallaces’ features that ee \ * ae 
have made this great state farm paper the sure-fire me- 3 
dium it is for reaching the greatest farm market in the 


world. Edited and published in Iowa, for Iowa farm 


readers, Wallaces’ Farmer and Iowa Homestead has 


a total circulation in Iowa and neighboring counties 


of well over a quarter million. Farm income through- 
out this rich section is better than twice the national 


average. Here’s a good place for your advertising 


dollars to work! 


Detailed Pattern Sales Figures on Request 
Showing High Year-Round Readership. 
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New RMA Group 
to Investigate FM 
Production Status 


WASHINGTON—The Radio Manu 
facturers Association has ay 
pointed a special committee to tr 
to convince FM broadcasters th: 
FM set production is pushin 
ahead as rapidly as the supply « 
component parts permits. 

RMA set up the committee afte 
Roy Hofheinz, president of th 
new Frequency Modulation Ass« 
ciation, suggested a joint com 
mittee to speed mass productio 
of low priced FM receiving equip 
ment. 

The invitation came as RMA 
directors were discussing com 
plaints that FM broadcasters wer: 
hurting the sale of standard set 
produced in record quantities dur 
ing the first postwar year. 

Directors of RMA claim the FM 
broadcasters are ‘arousing the re- 
sentment of dealers” by using loca! 
newspaper ads to urge potential! 
radio buyers “to wait for FM.” 


To Report on Production 
A committee headed by Larry F 
Hardy, Philco vice-president, is 
to canvass RMA set and trans- 
mitter manufacturers, and pre- 


| pare a factual report on FM pro- 


duction, both current and through- 
out 1947. 

It is to confer with the FM 
broadcasters, whose committee is 
headed by Mr. Hofheinz, and is 
to provide the public “with all 
the facts on FM-AM production 
and assure the broadcasters that 
everything is being done as rap- 
idly as possible by the radio in- 
dustry to produce FM equipment.” 

The FM issue is a sore spot for 
RMA, since several RMA members 
are also members of the Frequency 
Modulation Association. Arthur 
Freed, vice-president of Freed 
Radio Corporation, New York, and 


| Dr. Ray H. Manson, an RMA di- 


rector and president of Stromberg- 
Carlson, are members of the Fre- 
Modulation Association’s 
half of the liaison committee. Bill 
Baily, FMA executive secretary, is 
another of the FM members. 

In addition to Mr. Hardy the 
manufacturers have appointed Ben 
Abrams, Emerson president; H. C 
Bonfig, Zenith vice-president; E. A 
Nicholas, Farnsworth president, 
and S. P. Taylor, Western Electric 
who is chairman of the RMA 
transmitter division. 


Morrell Renews Drive 


for Canned Dog Food 


John Morrell & Co., Ottumwa 
Ia., launched a campaign Feb. 24 
with 1,000-line newspaper adver- 
tisements announcing that Red 
Heart dog food is again available 
in cans. Newspapers in majo! 
markets will carry the bulk of the 
campaign, supported by station- 
break announcements and full- 
page color ads in Life and Th« 
Saturday Evening Post. 

Red Heart was aggressively pro 
moted in newspapers, magazine 
and radio before manufacture! 
were denied the use of tin ear! 


in 1942, and Morrell ran a con 
tinuing campaign in magazine 
during the war years. Henr 


Hurst & McDonald, Chicago, is th 
agency. 


Names Leo Rummell 


Leo L. Rummell, director « 
public relations of Kroger Con 


pany, Cincinnati, has been name 
dean of the College of Agriculturs 
Ohio State University, Columbu 
and not dean of the College « 
Commerce, as was reported in A/ 
Feb. 17. 


Joins Lee & Losh 


G. William Gahagan, former] 
public relations officer for th: 
OWI and the State Department i 
San Francisco and Washington, ha 
joined the staff of Lee & Losh, Sai 
Francisco public relations firm. 
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YOU OUGHT TO KNOW ... . BUSINESS CHART OF THE WEEK . . . THE PAY-OFF . . . OTHER FEATURES .. . 


lhe Creative Mans Corner 


There is no other kind of advertising 
that should be more fun to plan and write 
and illustrate than foreign travel ,adver- 
tising. And none should be more appeal- 
ing. 

For it can actually transport the reader. 

The fact is, however, that most of the 


By CUPPER me 


your week becomes 


WINE DAYS IW 
SUN BERMUDA 


travel advertising creeping back into 
print seems to be ground out of an ex- 
perience no more personal than reading 
old prewar advertisements and guide 
books and folders. It treats places as 
though they were antique vases, things 
simply to be viewed. 


You Ouglit toKuow . 


It is not uncommon when somebody be- 
gins lambasting airlines publicly, for air- 
line executives to work themselves into a 
froth accompanied by loud wails to the 
effect that slander is rife, and that their 
companies are being seriously maligned. 

A notable exception 
is stocky, blue-eyed 
Harold Crary, vice- 
president of United 
Air Lines in charge of 
traffic sales and adver- 
tising. Rather than 
thumping his breast, 
Mr. Crary prefers to 
use actual figures and 
records to present the 
sunny side of such dis- 
‘ussions as air safety, 
ir miles traveled, 
‘commercial air development and othe 
/hases of aviation. 

Probably the oldest airline traffic sales 
nd advertising man in the business in 
ength of service, he began gathering his 
ir transport information in 1927 when 
e organized the first aviation trade as- 
ociation, the American Air Transport As- 
ciation, in Chicago. It was sponsored by 
0 companies which paid a one-cent-per- 
lille assessment for support of the asso- 
ation’s promotional activities, and Crary 
kes to point out that the combined flight 
nileage (18,000,000 miles) of the 20 com- 
anies in 1927 gave him a budget of 
18,000. The mileage is considerably less 
han United alone flew during 1946 (about 
13,000,000 miles). 

Harold Crary originally had little in- 
ention of becoming an airline executive 
le was a newspaper man prior to World 
Var I, and after three years in the Army, 


Harold Crary 


It has neither plan nor plot. 

An exception is the advertising of Pan 
American World Airways. And the ex- 
cellent advertisement below (Life, Feb. 
24) not only shows how a single week’s 
vacation easily can become nine sunny 
days in Bermuda, but also a very great 


Wes how we bued aad hoted dong oer hag 


weeks vacation wader Becmudes bee shies” 


SH fy Gt By 


PAN AMERICAN 
Wortp AlRWAYS 


aa The Sqstem of the’ Fiying Chypers 


deal of the life and action these gay days 
promise. 
It is, we believe, exactly what a travel 
advertisement should be: a full preview. 
The only thing that is missing is any 
specific information about the plane fare 
and all over costs. 


e e Harold Crary 


he entered advertising and promotion 
work in Seattle, where he was active in 
Chamber of Commerce activities. 

Unlike many pioneer air executives, he 
has never flown a plane in his life. His 
entry in the business, he says, was because 
“they wanted somebody who knew some- 
thing about publicity and trade organiza- 
tions.” 

At that time about 90% of airline reve- 
nue came from carrying the mail. To 
build up passenger revenue, Harold Crary 
motivated the first consolidated schedule 
of fares and flights for regular airlines 
throughout the country. 

Those were the days when tri-motored 
Ford planes were considered the last 
word, and coast-to-coast fare was about 
$400. Planes that would carry more than 
12 passengers were then considered a 
bright hope for the immediate future. 

Mr. Crary resigned managership of the 
association to become director of adver- 
tising for the Boeing Airplane Company 
and the Boeing System, the nucleus from 
which United Air Lines developed into its 
present nationwide system. It was then 
that he wrote the first advertisement fea- 


turing 30-hour, 16-stop transcontinental 
air service. The same trip will soon be a 
10-hour flight. 

Many of the companies which Mr. Crary 


included on the schedules of 1929 are 
now defunct or parts of other line 
Among these pioneer airline companie 
were the Interstate Airlines, Chicag 
Gulf Air Lines, New Orleans: Stout Aji 
Services, Detroit; Universal Air Lines Sys- 


tem, Chicago, and others 


oO 


These and today’s scheduled lines built 


an increasingly impressive record of 
safety and dependability which, today, 
Harold Crary, as chairman of the adver- 
tising committee of the Air Transport As- 
sociation, representing the country’s 33 
certificated airlines, is busily publicizing. 

He is keenly aware of the barbs being 
hurled at airlines today, principally by 
railroad copy which implies that the only 
safe and dependable way to get anywhere 
is by rail. Neither the Air Transport As- 
sociation nor United is going to get into 
any cat and dog advertising fight, Mr. 
Crary avers, but neither will the public be 
left in the dark about the safety record 
of scheduled air transportation. 

Says Mr. Crary: “For each 100 million 
miles traveled, there was one passenger 
fatality,” (referring to the 12 months end- 
ing Feb. 1, 1947). He calls off other sta- 
tistics with the ease of an elevator opera- 
tor naming floors. He points out to critics 
of air travel that during the same period, 
the airlines flew 13,000,000 passengers 
with 46 passenger fatalities. He figures 
that scheduled airlines today take off at 
the rate of one every ten seconds and land 
35,000 passengers every 24 hours. 

Apparently, he says a little sadly, there 
is little news in this information, but there 
is breathtaking interest in each plane 
crash. And he is a little annoyed with 
the public for its failure to differentiate 
‘between scheduled air liners, private and 
other types of planes, when crash news 
blackens daily newspapers. 

Now, with a sort of “come back with 
your shield or on it” attitude, the airlines, 
after. considerable prodding from Mr. 
Crary and others, are bringing the hush- 
hush topic of safety right out in the open. 
Through the ATA they are going to dis- 
cuss safety in the same matter of fact tone 
that you’d discuss a new roof for the 
house. Harold Crary is boosting copy 
showing such things as insurance com- 
panies’ acceptance of air safety. But there 
will be no copy directed at railroads or 
other forms of transportation, he says. 

One of his aims is to make a mass mar- 
ket for air transport. He feels that these 
are the “Flying ’40s,” and that the $500,- 
000 to $600,000 that the ATA spends an- 


nually for advertising should be directed 
at building acceptance in the minds of 
those who now travel rarely if at all by 
air. He hopes to exploit the fact that 36% 
of today’s passengers are women, whereas 
before the war they accounted for only 
25% of the fares. He’s planning appeals 
to such groups as housewives, school 
teachers and other infrequent travelers. 
Just how the ATA will go about its 1947 
schedule is not yet determined, but Crary 
says that it will “present the industry’s 
viewpoint,” which, presumably, is not a 
great deal different from his own. 

When he’s not hatching up plans for 
air merchandising projects, he can 
ignore the insistent demands of long dis- 
tance telephones and buzzers long enough 
to watch United’s liners land and take off 
at Chicago Municipal airport just across 
the road. About three months out of 
each year, he’s on those planes for fre- 
quent trips over United’s system. 

He has beaten a virtual path to Washing- 
ton, where his deep rooted knowledge of 
air transportation has been of consider- 
able interest to various Congressional 
groups. While his memory for facts about 
air would shame an elephant’s, it is no 
secret that Harold Crary is frequently 
preoccupied to the extent that he’s only 
vaguely aware of more routine things in 
his daily life. As a result, while in the 
depths of thought, he has been known to 
board a Los Angeles bound plane for a 
trip to New York. 

Not all of his preoccupation is the re- 
sult of business, however. He is in a 
constant battle with calories and the scale, 
and his present midriff measure is a joy- 
ous victory for him. He manages to stay 
victorious over pounds by week-end golf 
games and the less prosaic daily tussle 
with his Irish setter. 

He and the setter, which, according to 
some reports, has many of the character- 
istics of Sea Biscuit, make the morning 
walk a combination race and contest of 
wills, with each wanting to go in a dif- 
ferent direction. Presumably he wins, be- 
cause he always leaves his home in West- 
ern Springs in time to get the wires hot 
for promotion of United. 


lhe / aug - Off NEWS AND VIEWS CF hi A!. C1DrZ2 ADVERTISING 


HOW TO INTRODUCE A NEW SALESMAN TO A TERRITORY 


Turning a sales- 
man loose in a new 
territory without a 
proper introduction, 
either by mail or by 
the combined call of 
the new salesman 
and the sales man- 
ager, puts the new 
man on the spot. He 
may feel that he is Dear Mr. 
“barging in” on cus- 
tomers and _ pros-+ 
pects uninvited, 
unknown and un- 
wanted. 

It’s easy to give a 
new salesman added 
confidence and en- 
thusiasm by _ send- 
ing a letter intro- 
ducing the new 
salesman in ad- 
vance. 

To personalize the 
introduction, a small 
photograph of the 
new salesman 
clipped to the lette: 
will dramatize the 
situation. Miniature 
photos, size 1l'2x2 
inches, may be ob- 
tained in lots of 100 
or more at approxl- 


mately 5 cents each 
At the right, we | 
give a letter used | 
very successfully by 
an office appliance 


manufacturer 


We would like to have you meet our newly 
appointed district representative, Mr. T. R. 
Snow, who will call on you soon. 

"Ted", as he is known to us, fills the position 
vacated by Mr. J. R. Winston, who has been 
promoted to the position of eastern manager, 
in charge of our New York office. 


You will find Ted Snow to be sincere and con- | 
j 


(LETTERHEAD) 


scientious in his desire to serve you promptly 
and efficiently. He has the ''know-how'' to as- 
sist you greatly in improving your record-keep- 
ing methods on any phase of your business. 
Please feel free to discuss in confidence with 
him any operation of your business in which 
you feel a better control might be effected 
through the use of our equipment. 

We appreciate the business you have favored 
us with in the past, and wish to thank you in 
advance for your courtesy in granting our Mr. 
Snow an audience when he calls. 


Cordially yours, 


us 
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PITTSBURGH AND NEW YORK 


WASHINGTON — Lion’s share of 
the proposed $6 billion budget cut | 
would fall on federal agencies em- | 
ploying 812,000 of the present 2,- | 
276,000 civilian workers. Army | 
and Navy, which would be cut! 
$2.5 billion, have 1,000,000 civil- | 
ians; Post Office, not involved, has 
458,000. 

Part of the remaining $3.5 bil- | 
lion would come from the Veterans | 
Administration, which, with a| 


| staff of 225,000, is heading for a 


ratio of one employe for every 
50 vets. It would pinch hardest 


|/in agencies like Commerce De- 
|partment, where 2,128 make up 
‘the Bureau of Foreign and Do- 


By STANLEY E. COHEN, Washington Editor 


Budget Economy Hits Varied 
Blows at Agency Staffs 


| 
} 


|seas; two 


mestic Commerce and 
Census Bureau. 

Even with 24,000 employes 
maintaining the airways, and an- 
other 7,400 running the Inland 
Waterways Corporation, plus the 
Patent Office, Bureau of Stand- 
ards and Weather Bureau, Com- 
merce has only 38,000 employes. 

Treasury employs 102,000, in- 


5,329 the 


cluding 57,000 in the Bureau of 


Internal Revenue; Justice’s 24,300 


include 7,300 in the FBI and 6,600 | 


in the immigration service; Labor 
has 7,749, with 2,000 in the Bureau 
of Labor Statistics. 

More than half of State’s 22,700 
are in the foreign service, over- 
bureaus—reclamation 
and Indian affairs—have half of 


Interior’s 48,000; Agriculture has 
78,000. Federal Security has 25,- 
000 of its 32,000 in the Public 
Health Service and Social Secur- 
ity Administration; most of Fed- 
eral Works’ 24,000 are in the 
Public Roads Administration; RFC 
has nearly 10,000; National Hous- 
ing 19,000. 


The government looked par- 
ticularly big in a Byrd non-essen- 


tial expenditures committee report, | 


which listed 46,865 field offices of 
various kinds—but 41,790 of them 
are post offices. 


FCC's “blue book” outlining sta- 
tion “responsibility” is in the 
courts, with Hearst Radio pro- 
testing its use in holding up re- 
newal of WBAL, Baltimore. The 
district court here will determine 
whether the “blue book” is in 
fact a “regulation,” rather than 
a “report,” before FCC can go 
ahead in hearing the WBAL re- 
newal. 

NAB President Justin Miller. a 
former member of the Appeals 


re you measuring the distance between manufacturer and consumer as your straight 


line packaging costs in which such variables as ease of packaging, safety in shipment, prod- 


uct display and consumer appeal are paramount measurements to your container selection? 


If you are weighing these factors in your packaging costs, the chances are that you are going 


along with a host of other manufacturers who are switching to set-up paper boxes — the 


custom-built package for your product. Its very versatility offers you more answers to your 


packaging problems — added economy, too. 


You can obtain expert packaging advice from your nearest set-up box manufacturer, 


or write department 103, National Paper Box Manufacturers Association, Liberty Trust 


Building, Philadelphia 7, Pennsylvania. 
> | > d 


FOR 


INFORMATION OR 


AND 


Liberty Trust Building 


COOPERATING SUPPLIERS 


NATIONAL PAPER BOX MANUFACTURERS 


Philadelphia 7, Penn. 


SERVICE @® CONSULT YOUR NEAREST SET-UP BOX MANUFACTURER 
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Court bench here, argued la 
April that the “blue .book” w: 
really a new _ set of  policie 
adopted without the customai 
hearings required by law. He h: 
renewed his charge in regard t 


FCC’s new form for collectin 
station financial data. Certai: 
“blue book” questions breakin; 


down program types by percent 
age ought to be answered onl) 
under protest, he says. 


Newsprint consumption in th: 
U. S. surpassed the 1929 peak b 
520,000 tons, or 14%, during 1946 
'Commerce Department reports. I' 
was 24% above 1945 and 21° 
above 1939. Production of pape: 
and paperboard was about 40° 
above 1939. North American pro- 
'duction of newsprint during De- 
| cember was 18% above December 
/1945. Though newsprint imports 
| were 40% above December, 1945, 
| the newsprint situation for smal! 
consumers was more critical, the 
January-February “Industry Re- 
port” on pulp, paper and paper- 
board said. 

A bill (S 623) by Sen. Edwin C. 
Johnson (D., Colo.) provides iron- 
clad rules to stop liquor advertis- 
ing over the radio. It amends the 
Communications Act to prevent 
all licensed stations from accept- 
ing payment for broadcasting in- 
formation concerning “any alco- 
holic beverage or any person en- 
gaged in the business of manufac- 
turing or selling any _ alcoholic 
beverage.” It also amends the 
Alcoholic Beverage Control Act 
to suspend the license of alcoholic 
beverage firms that try to buy 
radio time. 

* * oo 

The National Association of Real 
Estate Boards estimates that no 
more than 1,600,000 to 1,620,000 
new “living units” could be ab- 
sorbed this year, even if they 
could be built. The percentage of 
apartment units sought (50-50) is 
in strange contrast to prewar years 
like 1940, when the demand for 
single family dwelling was 5-1 
over apartment units. 

New CAB figures on aviation’s 
slump show why some Congress- 
men feel there may be too much 
competition for the amount of 
available business. Average num- 
ber of seats available per mile 
was 19.64 for 10 months of 1945, 
24.65 for the same period in 1946, 
but the percentage occupied by 
revenue passengers fell from 88.84 
to 81.3%. In recent weeks the 
slump has been so bad that No- 
vember pulled the 11-month aver- 
age of occupied seats down to 
79.89 compared with 88.54 for the 
same period a year ago. 

William C. Foster, Long Island 
manufacturer who replaced Al 
Schindler as Under Secretary of 
Commerce, feels there is room for 
both big and_ small _ business 
Though small business can rely on 
flexibility, it needs vigorous anti- 
trust enforcement to insure against 
the possibility that big busines: 
will misuse its size. Trustbusters 
have to watch exclusive marketin 
agreements with large distributors 
collusive pricing and monopoliza 
tion of the labor supply, Foste 
warns. 


Two Join BSF&D 


Clinton R. Clark and Thomas E 
Armstrong, both recently release: 
from the armed forces, have 
joined the contact department and 
traffic department, respectively, ot 
Brooke, Smith, French & Dor- 
rance, Detroit. 


Wilson Names Carpenter 
Richard V. Carpenter, dean of 
the law school of the University 
of St. Louis, has been named sec- 
retary of Wilson Brothers, Chi- 
cago, manufacturer of men’s wear 
succeeding William F. McKee. Mr 
McKee continues as treasurer. 
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Aberdeen American-News 

Akron Beacon Journal 

Amarillo Globe-News 

American Press Association 
Arizona Farmer 

Arkansas Democrat, Little Rock 
Augusta Herald 

Austin American and Statesman 


Baptist Standard 

Baton Rouge State Times-Morning Advocate 
Boston Globe 

Boston Herald-Traveler 

Boston Post 

Boston Iecord-American 

Lrooklyn Eagle 


California Eagle, Los Angeles 
Cedar Rapids Gazette 

Charlotte News 

Chicago Bee 

Chicago Sun 

Chicago Tribune 

Cincinnati Enquirer 

Cleveland Call and Post 
Columbus Dispatch 

Columbus (Ga.) Ledger & Enquirer 
Congratulations 

Cream City Outdoor Advertising Co. 


Dallas Times-Herald 

Des Moines Register and Tribune 
Detroit Free Press 

Detroit News 

Detroit Times 


Elizabeth Daily Journal 
Esquire 


Fall River Herald News 
Flying Age 

Foreign Service 

Ft. Smith Times Record 
Fort Worth Star-Telegram 
Free & Peters, Inc. 
Fresno Bee 


General Outdoor Advertising Co. 
Akron, Ohio 
Asheville, N. C. 
Atlanta, Ga, 
Binghamton, N. Y, 
Brooklyn, N. Y. 
Cedar Rapids, lowa 
Chicago 
Davenport, Iowa 
Dayton, Ohio 
Decatur, Il. 
Denver, Colo. 
Duluth, Minn. 
Durham, N. C, 
East St. Louis, Il. 
Harrisburg, Pa. 
Hartford, Conn. 
Indianapolis, Ind. 
Kansas City, Kansas 
Kansas City, Mo. 
long Island Eee ie 


Louisville 

Manhattan “° ‘Bronx, N. Y. 
Memphis, Tenn 

Minneapolis, Minn 


Nashville, Tenn. 

New Orleans, La. 

Oklahoma City, Okla. 

Omaha, Nebr. 

Philade Iphia, Pa. 

Raleigh, C. 

Richmond, Va. 

Roanoke, Va. 

St. Louis, Mo. 

St. Paul, Minn. 

Sioux City, Iowa 

South Bend, Ind, 

Utica, N. Y¥. 

Ww ashington, Dm. €. 

Winston-Salem, N. C. 

Youngstown, Ohio 
Green Bay Press-Gazette 


Hospital Management 
Houston Chronicle 
Huron Huronite 


Indianapolis News 
Institutions 


KANS, Wichita, Kansas 
Kansas City Call 

KARK, Little Rock, Ark. 
KCKN, Kansas City, Mo. 
KDYL, Salt Lake City, Utah 
Kelly-Smith Company 

KFAB, Lincoln, Nebraska 
KFBI, Wichita, Kansas 
KPIZ, Fort Worth, Texas 
KIRO, Seattle, Wash. 

KMA, Shenandoah, Iowa 
KMBC, Kansas City, Mo. 
KNOW, Austin, Texas 
KOMA, Oklahoma City, Okls. 
KOY, Phoenix, Ariz, 

KRIS, Corpus Christi, Texas 
KSD, St. Louis, Mo. 

KSO, Des Moines, Iowa 
KSTP, Minneapolis-St. Paul 
KTUL, Tulsa, Okla. 

KVAL, Brownsville, Texas 
KVOO, Tulsa, Okla. 

KXEL, Waterloo, Iowa. 
KXOK, St. Louis, Mo. 
KXYZ. Houston, Texas 


a 


itt 


THESE MEDIA DID NOT OVERLOOK 
FILING REFERENCE DATA 


Lafayette Journal and Courier 

Lawrence Eagie-Times 

Don Lee Network 

Long Island Daily Press and Star Journal 
Los Angeles Examiner 

Los Angeles Sentinel 

Louisville Courier-Journal 

Louisville Defender 

Lynn Item 


Manchester Union-Leader 

McClatchy Newspapers 

Memphis Commercial Appeal and 
Press-Scimitar 

Miami (Okla.) News-Record 

Michigan Chronicle, Detroit 

Midwest Farm Paper Unit 

Minneapolis Spokesman 

Minneapolis Star-Journal and Tribune 

Modesto Bee 

Moline Dispatch 


Nassau Daily Review-Star 

National Broadcasting Company 

National Broadcasting Co. (Western Division) 
National ‘Transitads 

N. C, Spot Sales 

New Haven Register 

New York Amsterdam News 

New York Journal-American 

New York Times 

Norfolk Journal and Guide 


Oakland Tribune 
Ogden Standard-Examiner 
Oregonian, The, Portland, Ore. 


Philadelphia Bulletin 
hiladelphia Daily News 

Philadelphia Record 

Pittsburgh Press 

Port Arthur News 

Prairie Farmer 

Providence Journal-Bulletin 


Rapid City Journal 
Rock Island Argus 


Sacramento Bee 

St. Joseph News-Press and Gazette 
St. Louis Star-Times 

San Francisco Examiner 

Schenectady Gazette 

Schenectady Union-Star 

Scholastic Roto 

Seattle Post-Intelligencer 

Secrets 

Sioux Falls Argus-Leader 

Southwest American, Ft. Smith, Ark. 
Southwest Magazine 

Southwest Times Record, Ft. Smith, Ark 
Staten Island Advance 

Syracuse Herald-Journal 


Temple Daily Telegram 
Texas State Network 


WABY, Albany, N. Y. 
Waco News-Tribune and Times-Herald 
Walther League Messenger 
Washington Post 

Watertown Public Opinion 
WAVE, Louisville, Ky. 
WCAO, Baltimore, Md. 
WCBM, Baltimore, Md. 
WCLA, Janesville, Wis. 
WCSC, Charleston, So. Car. 
WCSH, Portland, Maine 
WDAY, Fargo, No. Dak 
WDBJ, Roanoke, Va. 
WDRC, Hartford, Conn 
WELI, New Haven, Conn. 
Western Farm Life 
WIFBL, Syracuse, N. Y. 
WFBR, Baltimore, Md. 
WGY, Schenectady, N. Y. 
WHAM, Rochester, N. Y. 
WHBQ, Memphis, Tenn 
WHO, Des Moines, Iowa 
WHP, Harrisburg, Pa. 
WIBW, Topeka, Kans. 
Wichita Beacon 

Wichita Eagle 
Winston-Salem Journal- *~taaeas 
WIS. Columbia, So 

WJEF, Grand Rapids, Mich. 
WKZO, Kalamazoo, Mich, 
WLAW, Lawrence, Mass 
WLBZ, Bangor, Maine 
WLS, Chicago 

WMAQ, Chicago 

WMBD, Peoria, Il. 
wMc, Memphis, Tenn 
WMUR, Manchester, N. H. 
WNBF, Binghamton, N. Y. 
WOC, Davenport, lowa 
WOKO, Albany, N. Y. 
WORD, Spartanburg, 8. C. 
WOW, Omaha, Nebr. 
WPRO, Providence, R, I. 
WPTF, Raleigh, No. Car. 
WRDO, Augusta, Maine 
WSIX, Nashville, Tenn. 
WSYR, Syracuse, N. Y. 
WTAG, Worcester, Mass. 


Yankee Network, Inc. 
Year Book of Television 
Youngstown Vindicator 
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HAT little detail is your condensed media reference filed in The 
Market Data Book adjacent to pertinent data on the market which 
you serve. 


The Market Data Book contains more 


than 500 pages of text, tables, 


charts, maps and market analyses of local, state, regional, farm and national 
markets. It’s the finger-tip reference, a basic working tool which marketers 


use constantly to pre-evaluate markets, 


determine potentials, set up basic 


merchandising plans — AND STUDY MEDIA. 


And media ads in The Market Data Book, more than 200 pages of 
them, are studied because they differ from usual media promotion — they 
are factual, packed with bed-rock data designed to give advertisers a clear 
conception of why and how media have the power to influence, capture 
specific markets. 


ally, and their advertising agencies. 


y 


media reference data filed in The Market Data Book. 


The Market Data Book reaches over 5,000 national advertisers of con- 
sumer products and services whose ad expenditures exceed $25,000 annu- 


With your media reference data filed in The Market Data Book, you 
need have no fear of your basic message being lost or mislaid when these 
5,000 most important advertisers scrutinize the market which you serve — 
and prepare preliminary lists of media to use. 


True, The Market Data Book can’t carry your entire promotion load! 
But the job it does — getting you in on the ground floor when markets are 
being selected, before final media lists are closed — is highly important to 


Ou. 


Lest you be overlooked, don’t overlook that one little detail — your 


Advertisers who get 


their orders in early will be given priority on position, so don’t delay action. 
Reserve your space now! 


Advertising ferns close March | 
Publishing Date, April, 1°47. 


Space Per Page 
i SeEPPReeCeeerTereee 
INT erereererere rey: 
2 eee 
Ee. oau ha nak ba wk $180 
a SPITS Tee Tre Cee $200 
14 page—Horizontal only -S110 
44 page—Horizontal only .$ 60 


SPACE RATES 


1947, 


THE MARKET 


Bleed pages, 10% extra for space and 
color. Color, $50 per page additional 
for standard red or blue. $75 per page 
additional for any other color. ‘Type 
page 7 x 10”, trim size 8 x 11”. Double 
page spread 1534 x 10”. Bleed page 
sizes, 8'¢ x 11% Half-page 7” wide 
by +74” deep. Quarter-page 7” wide by 
234” deep. Inserts, single leaf, untrim- 
med, 8'4 x 111%”, maximum weight 70 
pound basis. Halftone screen recom- 
mended, 110 lines. Inserts published at 
space rates. 


DATA BOOK 
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Perry Buys Papers; 
Higgins Opens Office 

John H. Perry, owner of a 
string of Florida newspapers, has 
bought all three Palm Jeach 
newspapers from the estate of the 
late C. Berry Shannon. 

At the same time, John H. 
Perry Associates, radio and news- 
paper representative, announced 
that William J. Higgins, former 
consultant to the St. Petersburg 
Times, has opened his own office 
at 318 E. 45th St., New York, and 
will specialize in newspaper plant 
layout and production methods 
and controls. 


‘Playboy’ Auto 
Production, Ads 
to Start in May 


3UFFALO Midget Motor Car 
Mfg. Corporation has announced 
plans to start production May 1 
of its new 1948 Playboy automo- 
bile and to launch national adver- 
tising shortly thereafter to build 
consumer interest in the $950 car. 

The Playboy, hailed as the first 
car to be produced in this city 
since the Pierce Arrow, is ex- 


—_—" =“ 
414 SO, STATE STREET 


~ ARROW 
PHOTO COPY CO. 


CHICAGO a 
612 NO. MICHIGAN AVE 


>] 


pected to sell for $750 after quan- 
tity production is established, 
company officials said. They fore- 
east 1,000 cars for the remainder 
of 1947, with production scheduled 
at more than 100,000 units in °48. 

The new machine, placed on 
display in the lobby of the Hotel 
Statler here for the first time Feb. 
18, is said to be the first model 
offered for public sale that incor- 
porates these features: rear en- 
gine rear drive; full four-wheel 
independent suspension; and auto- 
matic drive, eliminating the con- 
ventional clutch pedal and gear 
shifting. 

Charles D. Thomas, vice-presi- 
dent of the company, designed the 
Playboy. Lou Horwitz is presi- 
dent of the corporation, which will 
produce the new machine in the 
Brun building here, where dies 
and hydraulic presses have al- 
ready been set up. 


The company has appointed 


Pe. 


ae a 


Greenfield - Lippman, Advertising, 
Buffalo, to handle its account. It 
plans to use national magazines 
and newspapers in major markets, 
starting May 15. 


KOAD Increases Power 


KOAD, FM station owned by 
the World Publishing Company, 
Omaha, has been authorized to 
increase its power to 380,000 
watts. A new 50,000-watt trans- 
mitter is being built by General 
Electric Company and an eight 
bay antenna manufactured by 
Federal Telephone & Radio Cor- 
poration. When completed _ the 
new antenna and transmitter will 
give KOAD a coverage of ap- 
proximately 125 miles. 


To Chambers ‘& Wiswell 


Chambers & Wiswell, Boston. 
has been appointed to handle the 
advertising of Scully Signal Com- 
pany, Cambridge. Magazines and 
trade publications will be used. 


AMERICAN 


Riding in Style... 


. . » That's what all of us may be doing before the end of the year... 
And total automobile registrations in the Nashville area will begin rising 
even faster ... In the last prewar year over 159 thousand passenger 
cars were registered in this retail trade area—and owners spent more 
than 19 million dollars each year for gas and oil alone . . . Make your 
own check of facts and figures about the Nashville market . . . Then let 
WSIX introduce your products to its buying audience . . . They listen 
regularly to favorite shows broadcast by WSIX. 


FOR DETAILED 
REFERENCE DATA 


MARKETS EDITION 


MUTUAL 


5,000 WATTS 


980 KC. 


National Representative 


THE KATZ AGENCY, INC. 
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WSIX gives you all 


three: Market, Coverage, Economy 
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Crosley Employs 
Small Insertions 
for Small Auto 


CINCINNATI — Small - space co} 
for a small car is the advertisin 
theory of Crosley Motors, Inc 
which is using half-column, fact 
jammed copy for its Crosley cai 

The theme of the copy is “Cros 
ley—a fine car,” and text empha 
sizes engineering, roominess, lo\ 
price and operating costs and th 
Crosley Cobra engine. 

The art features a_ judiciou 
drawing of inventor Powel Cros 
ley Jr., and a drawing of th 
Crosley in front of a large countr 
house. 

The company’s agency, Ralph H 
Jones Company, told AA that the 
advertising budget has been se 
up on “conventionally automobile’ 
lines, based on anticipated pro 
duction with manufacturer match 
ing “controlled dealer’s dolla 
locally.” 


Carries Crosley Testimonial 


Typical insertion headlines a 
statement by Mr. Crosley that “|! 
am proud to give my name to this 


fine, light car—the kind I have 
championed for 35 years!” Text 
is factual: “Created by a 6’ 4” 


husky ... ample space .. . for 
4 men... Yet the new Crosley 
weighs only about 1/3 as much 
and operates approximately for } 
the cost of the heavier ... cars 
advertised as ‘low priced’.. .” 

The Cobra (COpper BRAzed) 
engine is described as “revolu- 
tionary,” and “this 4-cylinder. 
valve-in-head engine weighs but 
59 lbs.; delivers 35-50 miles per 
gallon .. . speeds to 60-plus. . .” 

The car delivers “for less than 
$1,000 in the U. S. A.,” the copy 
notes, and rumors in automobile 
circles say that with mass produc- 
tion economies the price may 
eventually be nearer $500. 

The media list for the Crosley 
now includes Business Week, Col- 
lier’s, Junior Bazaar, Life, News- 
week, The New Yorker, Popular 
Mechanics, Popular Science, The 
Saturday Evening Post and Time. 

Copy is written by Mason 
Ancker, Jones’ copy chief, and 
James N. Nelson is account execu- 
tive. 

Alling Assumes Duties 
as McGraw-Hill Chief 
Stanley Alling, who formerly 


represented Coal Age and Engi- 
neering and Mining Journal in the 


R. W. Davis 


Chicago area (AA, Feb. 24), ha 
taken over his new duties as gen 
eral manager of the McGraw-Hil 
Publishing Company’s newl1; 
established catalog service divi 
sion, with headquarters in Nev 
York. 
R. W. 


Stanley Alling 


will continue t 
serve as sales manager of th: 
division, which will be operate: 
independently in covering all cata 
log functions of the publishin: 
company. E. E. Sammis has bee! 
named manager of promotion, pro 
duction and copy service. Fran! 
Rice is distribution manager, an 
Henry Langham is copy consultat 
and market research director 


Davis 


Schedule Grocery Show 

A Grocery 
vival of the prewar National Deli 
catessen Show, has been schedules 
for Madison Square Garden, Nev 
York, June 2-5. 
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vertising. Newspaper copy in- newspapers by the Brewers Insti- WRGB, Schenectady, and George 
Jayson Modernizes cludes both the traditional and Plans Frozen Food Drive tute of Oregon. The campaign Moskovics, commercial manager of 
Ad modern approach F a Md ong = “. nt may be extended later to the state WCBS-TV, New York. 
. eo rele) istributors, New York, is ashi : Short & B: mie 
Menswear S; | Alfred J. Silberstein-Bert Gold- planning an intensive regional A te gyre fan salle san A int R A 
B d t to $300 000 smith, Inc., is the agency. advertising campaign to consumer ; : ppoint howen Agency 
CO} u ge ’ — and dealer groups, using news- NAB Appoints Three The House of Rothchild, Ameri- 
tisin ORK— triking] ® s s papers, radio and other media. can champagne, and B. Sack & 
“399 _— ¥ “ As 0 raed _— X Pando Launches Drive Sterling Advertising Agency, New Three additional appointments Son, marine and fishing supplies, 
ern note in menswear fashion ad-|} X-Pando Corporation, Long Is- York, is the agency. have been made to the sales man- have appointed Julius J. Rowen 
fact vertising will be introduced this} land City, has launched a cam- a agers television subcommittee of Company, New York, to handle 
y Cal “wri j j j i a] j © s erst : “6 ¢ rartic rene , 
_ spring with F. Jacobson & Sons| paign in hunting, fishing and out- the National Association of Broad- advertising. Newspapers, maga- 
Cros. [| preaking completely restyled copy | door magazinesfor Dri-Fly Dress- Urges Return of Bottles casters, Washington. The new zines, radio and business papers 
apha for Jayson shirts, sportswear and|i%8, water proofing for fishing A newspaper campaign for the members are Samuel H. Cuff, will be used in promoting the 
loy . aj : Si . flies. William von Zehle & Co.,| return of empty deposit bottles Allen B. DuMont Laboratories, champagne; magazines will be 
| pajamas in the March issue of Pic. New York, handles the account has | 1 hed in 21 O New York; G. Emer Markham, used by Sack 
d th Jecdhaen will bocet ite advertic- ’ é as been launched in regon New York; G. Emerson Markham, us y Sack. 
ne ing budget 50% this year, to $300,- 
cou 000. No cooperative advertising | 
Cros with dealers will be sponsored. | 
f th Jacobson, which also makes Ex- | 
untr . cello shirts, has been family owned 
_ for 60 years, and claims to occupy . £ 
a | SRE OSS" MAYBE VOGRE MISSING SOMETHING S¢ 
it the ' the field, topped only by Cluett- ao 
ita Peabody (Arrow) and Phillips- Ly 
bile Jones (Van Heusen). My 
pro Departing from traditional ‘“‘Es- em \ 
atch /  quire”-type copy which uses hand- | > 
tollas | somely-draped men and women to | ; 
' promote menswear, Jayson copy & ; 
al ' will show modernized Lustig- is 
. drawn men’s silhouettes, featuring | my 
at “ ' | SP ures « 
) this ViEwES 3 4 
have Press 4 : 
Text 2 ae -) 
me i 
6’ 4 Sete : 
. for ; 
osley 
much 
or \e | 
cars 
\zed ) 
volu- 
nder. i 
s but & ae 
; per ae a 
than : 
copy | 
obile FF 
— : the Jayson shirts and pajamas. 
= Jayson shirts retail from $3.50 to 
iid $4.50; sportswear from $3 to $9, 
Col » and pajamas from $5 to $10. : 
‘ see An average of one color page ie nen 
ee weekly through Father's Day will The Pacific 
} The be scheduled, to run in Collier’s, " ’ 
Time ; Esquire, Life, The Saturday Eve- In the Pacific Northwest states of ‘Norges . 
hat ning Post, Time and True, as well : , 
gies as Pic. Menswear business papers Oregon and Washington high power 
Ratg will preview the campaign, which doesn’t assure a station of high listen- 
; may be developed further next hi h h h Th 
fall if it is successful during the ership throughout the area!... e 
spring months. reason: Those rugged mountain ranges 
5 _The Jacobson company will fur- of Oregon and Washington cut up or- 
: nish stores with suggested mats ; ; : : 
: both for newspaper and radio ad- dinary radio broadcasting emanating 
merly ; . 
Engi- from the metropolitan centers. Your expensive sales 
in the messages bounce right off the ramparts of the Olympics, 
bie. A CONFI D ENTI AL Cascades, Siskiyous and Coast Ranges. 
. As a result, 194,210 Radio Families in the Pacific North- - ef if Sy 
} REPORT west are “by-passed” by broadcasts from these centers eet Ki ify 
. people spending over 154 millions of dollars for food - fe 
on the Record Business alone... who have an average Per Capita Effective Buy- 
that belongs on your desk ing Income of $2,688 .. . highest in the nation. 
Every advertising executive con- 9 
dean eek: ain dike aaa, There’s Only One Effective Way to Reach 
radio phonographs, or accessories 
chest cond bane eaeanmenrs This Prosperous Market with Radio! 
vis . 
hi Sesend Contitentiol Gepert. *That one way is through the local radio stations . . . the 15 stations of the Topographic 
APs RECORD RETAILING’S Report tells Oregon-Washington Radio Group. BMB figures show these stations are map shows the 
- “Hil the inside story of important new listened to by more than 74% of the available daytime audience . . . better PP ag 
> w 1? developments in recorded home than 62% of the available nighttime audience within each home county. . . merkets served by 
divi entertainment. A forecast of the some rate in the high eighties and nineties! Here, and here alone, is the key each — mee mi 
Nev 1947 market makes this Report in- to tapping this thriving market of 194,210 radio families in Oregon and a ts oan a 6 
valuable to advertising men who Washington. group, singly, of in 
ue t want to be completely informed any combination. 
f thi about the record field. “TT PERE EREeRReeReReeee eee eee eee | seeumeuaes 
erate: 
| cate You owe it to yourself to study 
ishins carefully RECORD  RETAILING’S OREGON WASHINGTON 7 
> bee! Second Confidential Report. KWIL (MDL) KORE (MDL) KXRO (MDL) KRKO (MDL) Don Lee Mutuol 
1, pro Albany Eugene Aberdeen Everett Affiliate 
Fran! A limited number of these Reports KAST (MDL) KFLW (ABC) KVOS (ABC) KWLK (MDL) > 
r. ane is still available. Write for your Astoria Klamath Falls Bellinghom Longview 
lt: free copy today! KBND (MDL) KRNR (MDL)  KELA (MDL) KGY (MOL) ABC 
sultar Bend Roseburg Centralia Olympia Araerican Broadcasting 
a] : KOOS (MDL) KSLM (MDL) KPQ (ABC) ae Se 
RECOR HARRISON, Editor Coos Bay Salem onebehas 
Ow D RETAILING és 
2 te The Magazine of Recorded For detailed information write or wire THE HOMER GRIFFITH COMPANY ~ New York « Chicago + Hollywood + San Francisco « Dallas e 
| Deli ow: 
; Home Entertainment . 
edule 
, Nev 274 Madison Ave., N. Y. 16, N. Y. 
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Sarazan Appoints Mays Quits Personal Products Amima] Posters 


B. Allen Mays has been ap- 
pointed director of the department 
of visual planning of Bert M. Sar- 
azan, Inc., newly formed public 
relations and advertising firm in 
Washington. Mr. Mays held a 
similar position with the Hecht 
Company, Washington, under Mr. 
Sarazan when the latter was pub- 
licity and advertising director of 
the store. 


‘PM’ Appoints hatte 


The New York newspaper, PM, 
which last fall began accepting 
advertising, has appointed the 
Harry Hayden Company as pro- 
motion and advertising counsel. 
Newspapers, 
papers will be used. 


radio and _ business | 


John 
signed as 
Products 


A. Underwood has re- 
president of Personal 
Corporation, Milltown, 
N. J., and Chicago, subsidiary of 
Johnson & Johnson, New Bruns- 
wick, N. J. Mr. Underwood has 
been president of the company for 
five years, and prior to this was 
president of Manning, Bowman & 
Co., Meriden, Conn., electrical ap- 
pliances. 


Six Appoint McGiveran 

McGiveran-Child Company, 
Chicago, has been appointed to 
handle the advertising of Sun Shoe 
Mfg. Company; Balkin & Balkin, 
Inc.; Eddystone Mfg. Company; 
Master Bronze Powder Company, 
Hammond, Ind.; Thor Electronics, 
|and Hobby Camera Store. 


type taces 
second to none...expert craftsmen 
typography efficiently produced for 


ie | LH AP lV ...we have what it takes... 
the letterpress and offset processes. 


| Advertisements + Brochures « Catalogs « Publications 


1 CRAWFORD COMPOSITION CO., 


Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 


Will Help Fight 
U.S. Forest Fires 


(Picture on Page 65) 
New YorK—The 1947 forest fire | 


to the guide, and radio announce- 
ments will dramatize that care- 
less gestures result in loss of thou- 
ands of dollars in natural re- 
sources each year. 

Foote, Cone & Belding, Los An- 
zeles, is the volunteer agency. 


prevention campaign is under way, | Promotes Sliter 


with the Advertising Council mail- | 
ing thousands of campaign guides, 
prepared in cooperation with state | 


Charles S. Sliter has been pro- 
moted from advertising manager 
to sales promotion manager in 


foresters and the Department of | charge of all advertising of Ameri- 


Agriculture’s forest service, as part 
of a cooperative program. 

Copy this year will make use of 
the average reader’s interest in 
animal characters, with a typical 
poster depicting “Smokey,” a 
thoughtful bear, reminding: 
“Burned timber builds no homes. 
Prevent forest fires.’ The cam- 
| paign slogan will be, “Please folks, 
be extra careful this year! Re- 
member — only you can prevent 
forest fires.” 

Newspaper mats, gummed stick- 
ers for school book covers, en- 
|velope stamps, display cards and 
|posters are available in addition 


can Brake Shoe Company, Kellogg | 


| division, Rochester, N. Y 


Curtis Names Hunter 

De Wayne Hunter of the San 
Francisco office of Curtis Publish- 
ing Company has been named rep- 
resentative of Ladies’ Home Jour- 
nal, succeeding Milton Kissel, who 
has resigned. 


Simmons Joins Blair 

David N. Simmons, formerly 
sales and program director of Sta- 
tion KSJO, San Jose, Cal., has 
joined the San Francisco office of 
John Blair & Co., station repre- 
sentative. 
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The Plain I 


ts at one low cost. 


Jealer is Enough 
_- 


—if You Use it Enough 
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Obviously no business firm would be so foolish! 
Yet, many concerns have failed because of similar 


mistakes. 
business operations. 


They selected locations unfavorable to 
The result was inevitable 


failure .. . a warning that it doesn’t pay to guess 


at your market. 


The Plain Dealer Market Survey department goes 
a long way toward reducing the normal risks of 
hesineen enterprise in the Cleveland area. It tells 
you where the best customers for your particular 


product are located, their potential buying 


power 


and the relative sales you may expect. Just call or 


write a Plain Dealer representative for an appoint- 


ment to receive this individualized service. 


CLEVELAND 


PLAIN DEALER 


Clevelands Home A ecispaprer 


John B. Woodward, Inc., 


A. S Grant, Allanta 


New York, Chicago, Detroit, San Francisco, Los Angeles 
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Revolutionary New 
> Ain 0 Walp. 


Now, you can be doubly sure of enjoying all che sounshing 
goodness of fine-qualiry butrer, fresh trom the creamery 
Because Meadow Gold 1s doubly protected for you by the 


separace wrapper 
tastes as fresh as che ben — gab elle Shade Guid taste 
ecw Alumioum W 

Why oot have Mesdow Gold Bumer for dinner today? 
Aad lwen 0 your family say, “Please pass the Meadow 
Gold Bucer agua’ 

Dee | thew away ihe wrapper wats! jaw 've facshed the guarior 
prwnd Rewvap the memsed pornos, hep ot lover. fra 


Gold 
Butter 


ON BUTTER AT LAST—This four-color 
announcement in Chicago papers tells 
the story of Beatrice Foods Co.'s alumi- 
num foil wrapper and new carton for 
Meadow Gold butter. Foote, Cone & 
Belding is the agency. 


Aluminum Foil 
for Butter Makes 


Debut in Chicago 


CuiIcaco — Something new in 
butter packaging, sought for years 
in the dairy industry, became a 
reality here this weekend. 

Beatrice Foods Company has 
brought out a redesigned package 
for its Meadow Gold butter with 
each quarter- pound separately 
wrapped in aluminum foil. It is 
the first time any dairy has de- 
veloped an aluminum foil satis- 
factory for wrapping butter. 

Beatrice has launched an ad- 
vertising drive on the packaging 
development, using newspapers, 
radio programs, car cards, outdoor 
and dealer aids in the Chicago 
;area. Full-page, four-color and 
 400- line black and white ads will 
/run in the Herald American and 
| News, and Paul Gibson’s “House- 
|wives Protective League” and 
'“Sunrise Salute” programs on Sta- 
| tion WBBM will be used. 


Fresh Twice as Long 


| Copy emphasizes that the alu- 
| minum wrapper “Keeps that fine, 
| delicate Meadow Gold flavor twice 
as long,” and prevents the butter 
from acquiring odors from other 
| foods. Beatrice also stresses that, 
| with each quarter-pound wrapped 
separately, “the last quarter tastes 
as fresh as the first.” 

For Beatrice and its dealers, the 
aluminum foil will greatly im- 
prove the competitive position of 
Meadow Gold. The wrapper is 
considered far more attractive 
than paper parchment used on 
other butters and on margarine. 
To take advantage of the “eye- 
appeal” of the foil, the Meadow 
Gold carton has been redesigned 
to include a large cut-out on one 
side through which the shopper 
can see the quarter-pound prints. 
Each aluminum wrapper has the 
Meadow Gold name printed ir 
royal blue. 

Store promotion will include 
three - dimensional dummies ol! 
|one-pound cartons with quarter- 
pound prints attached. Car card: 
also will have a three-dimensiona! 
effect by addition to each of a 
facsimile of the prints. 

teynolds Metals Company, 

Louisville, worked with Beatrice 
three years to develop the foil. 

Foote, Cone & Belding here 
handles the account. 


Gardner Moves Office 


R. F. Gardner & Co., publishers’ 
representative, has moved its Los 
Angeles office to 645 S. Flower St. 
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Nu-Enamel Opens | 
Major Campaign 
and Dealer Drive 


Cuicaco — Nu-Enamel Corpora- 
tion, probably the youngest baby | 
in the paint industry (17 years 
old) plans this year to push pro- 
motional expenditures well above 
$1,000,000, to increase Nu-Enamel 
sales in what is believed to be 
the nation’s largest group of paint 
retail outlets. 

Its approximately 10,000 outlets | 
today will be increased to an esti- | 
mated 20,000, which include about | 
400 major department _ stores) 
throughout the country. Prior to) 
the war, the company had retail | 
outlets in 40 foreign countries, 
including about 2,000 in France 
alone. 

Nu-Enamel plans to spend about 
$250,000 for commercial movies, 
plus ad sketches in American 
Home, Better Homes & Gardens, 
Country Gentleman, Good House- 
keeping, Popular Mechanics and 
Popular Science. Dealer coopera- 
tive copy also is scheduled. In 
addition to dealer helps, including 
brochures and store displays, the | 
company is offering a cooperative 
plan to dealers for neon signs. 

A revival of unusual merchan- 
dising techniques is being planned | 
to include use of half-painted, or 
“before-and-after” displays, “‘use’’ 
demonstrations in windows, and | 
department store space. In addi-| 
tion, Nu-Enamel is planning a_/|f 
coast-to-coast series of showings 
for its Color Clinic presentation, 
which was introduced last Novem- 
ber. It is aimed at persuading 
women to buy paint colors in the 
same manner in which they select 
clothing colors. 

Nu-Enamel reports that its 
January, 1947, sales were the 
largest in the company’s history. 


Turner Advertising Agency,| 


Chicago, handles the movie and 
magazine advertising. Many of 
the company’s promotional proj- 
ects are handled direct. 


KOWL Appoints Osborne 


Clay Osborne, who during the 
war was assigned to organize and 
direct U. S. radio propaganda ac- 
tivities against Japan and prior to 
that was manager of the Russel 
M. Seeds Company in Hollywood, 
has been appointed general man- 
ager of Station KOWL, Santa 
Monica, Cal. 


Acquires Hill Diesel | 


Indian Motocycle Company, 
Springfield, Mass., has acquired 


pany, Lansing, Mich., which will 
remain in production as an Indian 
division. 


Appoints Cotes V.P. 


M. F. Cotes, vice-president in 
charge of the Duo-Therm division, | 
Lansing, Mich., has been appointed | 
vice-president of Motor Wheel 
Corporation. 


Increases Circulation 
Effective with the April, 1947, 
issue, Charm, published by Street 


|control of Hill Diesel Engine Com-|& Smith Publications, New York, 


will increase its circulation to 
500,000. The basic page rates of 
the publication will be increased 
from $1,200 to $1,500, effective 
with the August, 1947, issue. 


To Handle CBS Video 
Radio Sales, CBS’ spot broad- 
casting division, has been named 
as sales representative for the 
network’s television programs. 


Gets Pluto Water Account 


The Pluto Corporation, New 
| York manufacturer of Pluto 
| Water laxative, has appointed 
William von Zehle & Co., New 
York, to handle forthcoming 
Magazine, newspaper and radio 


advertising. 


Maps Vodka Campaign 

G. F. Heublein & Bro., Hart- 
ford, distributor of the Vodka of 
the Czars—now made in America | 
by Ste. Pierre Smirnoff Fs., Inc., | 
Hartford—will launch this month 
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a series of double column color 
advertisements in national maga- 
zines. Lawrence C. Gumbinner 
Advertising Agency, New York, 
is the agency. 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT” SIGN co. 


ivision oO 
Artkraft* Manufacturing Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 


*Trademarks Reg US. Pat OF 


“The simplest way to open a mind is through an 


Retail Sales Are 
Powerful Pulse Beats 


In Winston-Salem! 


With a metropolitan population 
of over 125,000 — and grow- 
ing all the time — Winston- 
Salem accounted for $60,384,- 
000.00 in retail sales, according 
to Sales Management Survey of 


Buying Power of May, 1946. 


These are mighty powerful 
pulse beats in the life blood of 
any market, and Winston-Salem 
is a leading Retail Market in 
the South’s Number 1 Srate,— 
a “must” for advertisers with 


something fo sell! 


Journal and Sentinel 


Winston-Salem, North Carolina 


National Representative: 
KELLY-SMITH COMPANY 


| TIME 


ADVERTISING OFFICES - 


NEW YORK + CHICAGO 


BOSTON - 


PHILADELPHIA - 


Offering advertisers the best customers 
of best stores everywhere 


CLEVELAND + DETROIT + ST. LOUIS - 


SAN FRANCISCO 


interesting bit of information” 


* TORONTO + MONTREAL 
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Cabot Upholds 
Commission-Fee 
Agency Service 


Boston Agency Sets 
20-25°%, Charge for 
Client ‘Extras’ 


Boston—The problem of agency | 
compensation, which interests an 
increasing number of agencies as | 
costs pyramid and agency services | 
are expanded, got some illumina- 
tion recently from Harold Cabot, | 
president of Harold Cabot & Co. 

The modern advertising agency, 
Mr. Cabot believes, must be flex- 
ible, offering, where needed, serv- 
ices which go far beyond the tra- 
ditional concepts of creating) 
advertising and placing it in| 
various media. Today some agen- | 
cies are asked by certain clients | 
to become what amounts to aj} 
supplementary department. 

This is particularly true in the) 
case of an advertiser with a com-| 
paratively small advertising de-| 
partment and an almost unlimited | 
opportunity to promote _ sales | 
through means in addition to com- | 
missionable time or space adver- 
tising. In such an instance, the | 
management has often found it is| 
more economical and more pro-| 
ductive to employ an agency! 
which will work as a_ supple-| 
mentary department than to ex-| 
pand its existing advertising de- 
partment. It has also discovered | 
that the agency’s outside view- | 
point on such problems as house | 


organs, annual reports, trade let- 
ters and merchandising assistance | 
is most valuable. 


Favors Commission Basis 


Agencies may advise on the 
hiring and training of salesmen, | 
on industrial and public relations, 
and on various other problems | 
which are primarily management 
obstacles and which in many cases | 
bear directly on modern adver- 
tising problems. For these services | 
the traditional 15% commission on 
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time and space is obviously in- 
adequate. 

Amplifying his views on the fee 
business, Mr. Cabot told AA that 
he and his agency are solidly in 
favor of the present commission 
basis. ‘“‘We do recognize the func- 
tion of the publisher,” he said, 
“and his payment to us is a fair 
contribution for services ren- 
dered.” 

The 15% commission, he says, 
is adequate to cover the prepara- 
tion and placement of space and 


< me xi =e 5 


time advertising. For services be- 
yond commissionable placements, 


the Cabot agency is compensated | 


by fee. In no case, Mr. Cabot 
said, does the fee run less than 
the accepted agency practice. 
From the agency viewpoint, Mr. 
Cabot says, 
agency to plan a client’s advertis- 
ing without regard to commis- 
sionable business; it can be open- 
minded on point-of-sale or co- 
operative advertising, and evalu- 


the fee enables an/| 


without worrying about the com- 
pensation angle. 

The Cabot agency has adhered 
to this philosophy for 
and has built between $2,000,000 
and $3,000,000 annual billing 


|around it. 


ate them properly as sales tools | 


Promotes Pinkerman 


Mark K. Pinkerman has been 
promoted from assistant advertis- 
ing manager to advertising man- 
ager of Reichhold Chemicals, Inc., 
Detroit. 


17 years | 
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Starts Newspaper Drive 


| Stafford- Miller (of Canada), 
| Toronto, has launched a campaign 
in daily newspapers from coast t 
coast featuring Gold Medal Haar- 
lem oil capsules. McKim Adver- 
tising, Toronto, is the agency. 


Joins ‘Vancouver Sun’ 


John M. Lecky has resigned as 
executive vice-president of the 
Poster Advertising Association of 
Canada to become assistant to the 
|publisher of the Vancouver Sun. 
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ast ti Win R ule Revision Under the commission rule, set a tee Yo a ae gy this + ate will be moved 

oral WasHINGToN—The Federal Trade | manufacturers may use such ex-| advertising of Fre-Z-Rap cello-| ~~” ° _— 

— Commission, in an unusual action,| pressions as “an eight-tube set, | phane-lined paper and bags for 

, has issued an “interpretation” of | which in addition, contains a recti- | packaging foods for home freezing. ‘To Melamed-Hobbs 

4 Rule 3 (K) of the trade practice | fier.”” The commission had brought | Magazines, farm papers and out- Bean Sprout Growers’ Associa- 
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the Based on the commission’s ac | The ruling was arranged at the The American Weekly and Puck | purchase displays will be used to | embarrass ng 


tion against Zenith, which went to | 
the courts, the rule prevents radio | 


request of the Radio Manufactur- 
ers Association. 


—the Comic Weekly have moved | promote Chun King Chinese food | n our 
to 63 Vesey St., New York 7. For | products. blowing you 
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" é ABC figures for the 20 

; distributing units, 6 months 
ended September 30,1946, 


) 
Looxine at a publication as a prospective ‘salesman’ for a client’s product in a particular 


market involves something more than the ability to add two and four. The state of mind ...and at the lowest 


cost per color page per 
thousand of any leading 
weekly magazine 


of the reader alerted and influenced by the editorial make-up of the publication is a vital 


influence in his decision to purchase. Find the publication edited to keep eager, alert 


minds thinking and acting—and advertising placed therein will by its very proximity pay 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 4083 com- 
munities of 1000 population 
or more.These places include 
the 760 key cities where 50% 
of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


larger dividends.” 
—J. WILLIAM ATHERTON 
ATHERTON & CURRIER, INC. 


* * * 


There's no better example of the kind of editing you mention, Mr. 
Atherton, than Popular Mechanics. Since 1902 this fact-packed maga- 


zine has been attracting—and holding—a growing audience of 


alert, inquisitive, wide-open “P.M. MINDS”... minds that read ads 
deliberately and consciously respond. Readership studies now show 
more than 32 MILLION of these “P.M. MINDS"’—a lively, result- 


producing market for any product bought by men. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising .. . and for winning 
the enthusiastic support of local 
merchants. 


MERICAN 
\WEEKLY 


“The Nation’s Reading Habit” 


A Hearst Publication 
959 Eighth Avenue, New York 19, N. Y 
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‘Adventure Kit’ | 
of Cigarets in 
St. Louis Test 


St. Lours—The sales appeal of 
an “Adventure Kit of Famous 
Blends Cigarets” is being quietly 
tested by Famous-Barr Company, 
St. Louis department store. 

Somewhat reminiscent of Brown 
& Williamson Tobacco Corpora- 
tion’s “Raleigh 903,” the kit carries 
no brand names but is made up 
entirely of five differently num- 
bered blends. No mention is made 
of the manufacturer, Larus & 
Brother Company, Richmond, 
whose better known brand names 
include Chelsea and Domino cig- 
arets and Edgeworth and Holiday 
tobacco, and which is expanding 
spot radio promotion of Alligator 
cigarets, introduced about four 
months ago (AA, Feb. 24). 

Famous-Barr Company, adver- 
tising the “Adventure Kit” as a 
St. Louis exclusive, offers the $2.50 | 
carton as “An exciting voyage-| 


of-discovery for the cigaret 
smoker who dares to explore | 
‘something different.’” The kit 


contains two packages each of the | 
five “famous blends’—No. 6, No. | 
22, No. 37, No. 42 and No. 88. 
Merits of each blend are ex-!| 
tolled in the newspaper advertis- 
ing copy, and customers are re-— 
minded that any one of the five | 
may be purchased by the pack 
at 25 cents, by the carton at $2.50. 
The price per pack is higher than 
for “the conventional cigaret 
brand,” the ad explains, “‘because 
the tobacco in Famous Blends 
Cigarets are individually selected 
from the finest leaf grown” and | 
“the supply is necessarily lim- | 
ited.” 
Results of the St. Louis test are | 
not being disclosed yet either by 
the store or manufacturer, and it | 
is not known whether Larus plans | 
to extend the experiment. 


MBS Appoints Crouse 


Harriet Crouse, director of pub- | 
licity for the Mutual-Don Lee 
network, has been appointed to 
serve also as coordinator of press | 
information for the MBS Holly- | 
wood office. Mutual currently is | 
originating some 70 programs | 
from the Pacific Coast. Marcia | 
Legere, formerly guest editor of | 
Mademoiselle, has been named | 
publicity director of KHJ, the Don 
Lee-Mutual station in Los Angeles. 


r 


WILL YOUR ee 
BE REMEMBERED? 


Your name on a Gits Quality plastic 
product expresses, inexpensively, 
friendship and esteem for a long time. | 


Gits Razor-Nife, gift of a thousand uses, in | 


many lustrous colors, with Safety Handle and 
scalpel-sharp blade. 


Gits transparent Letter Opener, with offset 
magnifying handle, lithely designed for a life- 
time's dependable use at home, office or factory. 


oo 


s 


Gits Thimbles for the ladies—puncture proof. 
In assorted colors, four sizes. . . thimbles 
Grondmother never dreamed of. 


J 
And—the famous Gits Flashlight... a “Mile’ 
of Light, with unbreakable plastic ports... 
the last word in flashlight perfection 
Ask your specialty jobber to show you GITS 
Quality Plastic Products. 


Netding GYES ctaticn 


4600 W. HURON ST., CHICAGO 44, ILL. 


2 a 


Manufacturers of the famous 
Gits Flashlights, Knives Savings Banks, 
C Shi elds 


CANADIAN DISTRIBUTOR: Myer Bald, Lid. 
69 York Street, Toronto 


— 


b : 


Clark, McGeehan Form 


Radio Sales Firm 

A new radio station representa- 
tive firm, Clark & McGeehan, 
Inc., with offices in New York 
and Chicago, has been formed by 
W. S. (Bill) Clark, former New 
York manager for Howard Wilson 
Company, and M. J. McGeehan, 
formerly with the Chicago office 
of the Walker Company and Radio 
Acvertising Company. 

Mr. Clark will head the New 
York office at 247 Park Ave., 


while Mr. McGeehan will direct | 


the Chicago office at 


e | 360 N.| was to begin operation March 1. 
Michigan Ave. 


The firm, which| Lucien E. Dumont, chief an- 


|has already been appointed to | nouncer at Station WCOP, Boston, 


represent WPIK, Alexandria, Va., 
and WKNB, New Britain, Conn., 
also will have service offices in 
Atlanta, Boston, Detroit, Salt Lake 


City and San Francisco. 
. | Decatur, Ill., has named Kane Ad- 
WBEC Appoints Two |vertising, Bloomington, Ill, to 
W. Endell Budrow, advertising | handle trade and consumer adver- 
manager of the Berkshire Evening | tising for its feed division. Trade 
Eagle, Pittsfield, Mass., has been | publications will be used, with a 
named commercial manager of|consumer and direct mail cam- 
Station WBEC, Pittsfield, which! paign to follow. 


has been appointed program di- 
rector. 


Staley Appoints Kane 
A. E. Staley Mfg. Company, 
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Indiana Stations 
Fight Law Aimed 
at Ascap, BMI 


INDIANAPOLIS — Indiana radi 
stations have begun forming in 
opposition to a legislative bill 
passed in the Indiana Senate and 
pending in the lower chamber 
which would prevent stations from 
broadcasting music without ob- 
taining permission from individ- 
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ual copyright owners. the law would bar them from|placing too much faith in both : western states. The company is 
Aimed at the American Society playing 95% of music they now wis and old ogee com- Hoffman Radio ‘also starting an extensive com- 
of Composers, Authors and Pub-| broadcast. mo ity agreements, os Ve eS . munity newspaper dealer coopera- Aes 
d lishers and at Broadcast Music, | renner oak arene es tae Opens Campaign tive campaign featuring one, two oe 
Inc., the bill would also make it Publishes Pamphlet on @ fhavis of the Stanford Wood Los ANGELES — Hoffman Radio and three-column mats appearing 
unlawful for writers and publish- meeeeheete rr : : Corporation has opened a cam-|in the same states. 
C dit A t Research Institute is the author. : . : 
di ers to form or belong to any or-| ommodality Agreements eos paign to back up its franchised The company will also supply 
: ganization whose objective is to The Committee on International . dealers with outdoor advertising, dealers with large cut-outs for 
. = own or control the right to per- Economic Policy in cooperation Baum Joins Agency newspaper copy, and extensive} window and demonstration dis- 

bill, form music for profit. with the Carnegie Endowment for Harry Neal Baum, formerly ad- | point-of-sale aids. |plays, plus wall banners featuring 
rene The legislation would prevent International Peace, New York, vertising manager of Fairbanks,| he outdoor advertising sched-|the Hoffman slogan, “The Sound 
aber r BMI f llecti f has published a pamphlet en-/Morse & Co., Chicago, has been ules for 1947 are a continuation of | Buy.” Dealers will receive tailor- 
from Ascap or E rom collecting tees | titled “International Commodity | named an account executive of ee ee y cp er coal . 

- when their music is performed | Agreements; Hope, Illusion or Gebhardt & Brockson, Chicago the wartime institutional outdoor made publicity for local use, and 
ivid for profit. Indiana stations say | Menace?”, which warns against! agency. copy that Hoffman placed in 11/will also be supplied with bro- soos 
— chures outlining the company’s a: 
— , , products. - 

Names Kettelkamp 


at: Audrey L. Kettelkamp has been 
5 named production director of Ross 


| Advertising Agency, St. Louis. 
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Facts Prove Collier's —— 
) The Best Buy of the "BIG 3° Weeklies 


Collier's spotlights America’s richest market . . . the Age of Acquirement... the 25 to 45 year 


age group. And to the advertiser who thinks ahead this is important... for these are the people 
who buy. These are the men and women who are carving out a future for themselves . . . establish- 
ing homes, starting families, acquiring possessions . . . in other words, making their dreams come 
true. Recently, The Psychological Corporation... in a survey of eight thousand homes in 125 
representative towns and cities . . . proved that Collier’s families rate well above the average 
buyer in their “plans to buy.” To tap this profitable market costs less through Collier’s than 
through either of the other ‘Big 3”’ weeklies. 


FOR FEWER DOLLARS 


That Collier's rates have not increased in five — oe PAGE RATE re gee 
S WEEKLIES CIRCULATION 
years is no accident. The low rates are the S S 
result of a determined effort to keep the circu- Fae S = coussn's $ 7,000 $2.49 * 
lation constant in order to continue to deliver = S S WEEKLY (B) 14,500 ase% Tommy Johnson’s 
the same quality market at low cost. The cost WEEKLY (C) 10,000 2707 English grammar 
per thousand circulation of Collier's is the teacher is another 
lowest of the "Big 3’’ weeklies. *A.B.C. {Publisher's Guarantee long-time friend of 
| WTCN. Once in a 
| while she calls us up 
MORE SALES MESSAGES ee oe ee: 
7 on “ae” pny ae | splits an infinitive, 
Collier's low unit rate brings continuity within — wanes ea ane SALES MESSAGES | but she’s very nice 
reach of the limited budget ... enables the [| = | about it. We like 
advertiser to buy more insertions, more impres- [—f [> COLLIER'S 7.14 pages 20,058,695 her a lot. She’s 
sions, more weeks of national coverage .. . A WEEKLY (B) 9.48 panes 17,940,000 part of our mental 
makes deeper penetration of the market WEEKLY (C) 5.00 pages 18,500,000 | picture of the group 
possible. | Of people who listen 
| regularly to WTCN. 
When we know some of 
our listeners person- 
MORE BuyERS ee 
THE “BIG 3" % OF MEN AND WOMEN IN Pieced bed 
Collier's is particularly appealing to the “Age Q a WEEKLIES AGE OF ACQUIREMENT | instead of just 
of Acquirement” ... the 25 to 45 year age > ch, Q throwing stuff ata 
group ...the men and women who buy. Of the WV Up Ve COLLIER'S 42.6% microphone. 
“Big 3'’ weeklies, Collier's has the greatest WEEKLY (B) 38.1% It helps your adver- 
percentage of men and women in this bracket. WEEKLY (C) 38.7% tising message, too. 


the DOUBLE-DUTY 


STATION 


Collier’s for Action... 


ST. PAUL 


NOW—-WTCN-FM! 


ABC... plus High-listener locals! 


Ys, FREE and PETERS 

% 0 National Representatives 
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DEEPLY ROOTED IN THE 
SOUTH BEND MARKET 


er 


WSBT enjoys the long and lasting 
friendship of its listeners. For more 
than 25 years people in the South 
Bend area have been listening to this 
station. They grew up with WSBT 
and depend on it as a pleasant neces- 
sity in their lives. Because it has so 
many friends, WSBT makes sales. 


Local, national, and network advertis- 


ers know this for a fact—and benefit. 


WISE 


SOUTH BEND 


960 KILOCYCLES +» COLUMBIA NETWORK 


RAYMER CO., NATIONAL REPRESENTATIVE 


WBT-FM May Outreach 


Its AM Parent in Power 


| WBT-FM, first FM station in 
|Charlotte, N. C., went on the air 
'Feb. 23 with an interim 1-kw 
|transmitter, but will attain full 
162 kw radiated power in Novem- 
ber if delivery is obtained on a 
50-kw transmitter as scheduled. 
An over-all antenna system 
erected 500 feet above the top 
of Spencer Mountain, 16 miles 
from Charlotte, is expected by 
engineers to give WBT-FM an 
even greater coverage than WBT’s 


AM blanket. Radio distributors | 


of North and South Carolina, 


meeting recently as guests of 
WBT, formed an association to 
work with this station and other 


FM broadcasters in promoting FM. 


| Plugs New Shaver 


Remington Rand Ltd., Toronto, 
has launched a campaign in Cana- 


to introduce its new Foursome 
electric shaver. Locke, Johnson & 


|Co., Toronto, is the agency. 
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"Those happy-go-lucky guys 
With the BEST, 
With the CHEAPEST, in 


SURPLUS BUYS” 


dian cities from coast to coast: G.I. TRIO—Three successful ex-service- 


men start off their newspaper ad 

column in this fashion and attract 

plenty of Seattle buyers to their Army- 
tent store. 


Hap ke:  seeigeee. BE 


pia 


eT kes ¢ 
ig 
Th le 


“Tt just keeps saying over and over... 
‘Solid Cincinnati reads The Cincinnati Enqutrer’”’ 


DICTATE THIS MEMO TO YOURSELF, TOO: 


e The Cincinnati Enquirer has the largest circula 
tion gain of any Cincinnati newspaper... in the 
last year, and last ten years. 


e It carries more advertising lineage than any other 


Cincinnati newspaper. 


e It has the 


Rep? esented by 


milline rate in Cincinnati. 


Mol nev, Rega " and Sc hmitt, Ine. 


Seattle G.I.s 


Kid Surplus Items, 
Boost Store Sales 


SEATTLE—How three ex-service- 

|men, operating a war surplus store 
‘and troubled with excessive in- 
ventories, launched an advertising 
|campaign that kidded themselves 
and their merchandise and boosted 
sales 500% was told to the Seattle 
Advertising and Sales Club at a 
|recent luncheon meeting. 

The former servicemen, styling 
themselves the Three G.I.s and 
doing business in six Army hos- 
pital tents strung together outside 
'a community shopping center in 
| Seattle, reported that advertising 
|not only solved a serious inventory 
problem but established their 
|identity with customers and sup- 
| Pliers and paved the way for the 
| opening of two branch stores last 
/ month. 
| The store owners are Buford 
|Seals, Don Wallace and George 
|LaMaine. Mr. Seals is the only 
/one of the trio with merchandising 
|experience. A former Sears, Roe- 
buck man, he owned a grocery at 
the age of 19 and later operated a 
|restaurant. Hitherto hiding his 
/name under the monicker, Bud, 
| he discovered in this campaign the 
gag and sales value of the name, 
| Buford. 

Sales figures for the big day ot 
the week, Saturday, reveal the 
story, Mr. Seals told the adclub 
For the best Saturday in Novem 
| ber, sales ran to $685 and fell t 


$555 by the last Saturday in the 


; month. Then the G.I.s broke thei! 
advertising campaign and _ spen' 
'$800 in December. On the Satur 
day before Christmas, sale: 
‘jumped to $2,200. Advertising 
{continued and on Saturday, Jan 
11, sales jumped to $3,200 an 
have been holding at that leve 
| since. 


Agency Changes Store Name 


Advertising was planned an 
handled by Keene & Keene, S¢ 
attle agency whose first step w: 
to change the name of the sto 
from Veteran’s Sales Center to tl 
Three G.Ls. 

Copy appears once a week 
{the Seattle Times and Star. T 
spots a day are carried on Statio 
KXA and KRSC. 

Radio spots open with a hil 
billy male trio singing, “We're tl 
three G.I.s, those happy-go-luck 


guys, with the best, with th: 


cheapest in surplus buys. We don 
pay no rent ‘cause we're out in 


tent at Holman Road and l14t! 


N. W.” 
Copy then may go: “That 


George, Don and Buford, the thre: 


G.l.s, and George says if y 
think that’s corny, you ought t 
see their store. It’s just a big, ol 


pat 


and 
of $ 
The 
and 
568, 
thor 
ther 


. AW be Be : ¢ * 2 sp ‘ - ~ sa _ "2388 ; 
T = ee Adi 
lon; 
ma all 
j # : ii , E awtf 
‘ ff « S like 
ay I Vy pan 
b 
IN 4 cau 
| sy the 
ree ) pe 
| aod im & » em 
| é | | Q8 j “Ss 
‘: S . 
Q Y S 
Sotey ope 
ee ——————_ seat Don | igo 
: ~ Sexe, 3.2’Fon SP] | Cider 
| ‘ a OM ay MS Sugst¥ms, PRL TYE 
| ‘ RO LUs ‘“ 
| ee AD ot 142 Tur, | 
: 3 ~ Nw £0 j 
| ‘ v a a - corr 
: } low 
| re | x 
ma ~-- 7 "y 
eS ne " : = bun 
—_ * aod * “ ce em 
ae ‘ "3 f ee aaa 
f- PAUL H. eee mee 
rn ene dice 
eS pti 
| new 
ee ~ sale 
a | : rath 
®@) add 
ie ty ond 
Y divi 
S) od | stat an | 
lay i : vou 
r\Sy 5 Hee G.1 
#. ? it cor 
we p%a a “le i: Sieg | = 
7 a \ 1} aSkKi 
e4e *%e, ) HI hall 
j ® Ra ee & pee a 
' / ® the é j sal 
> , a é i Sa e 
ee. > Ye > € / Hi t 
<= Vee Thi 
ee Oe oe 8. J ||| 3 plu: 
\ Be ct eg : ‘ J cs / i 
\ ia es > es Ll) o &@ had 
\ : . “ ey we gg *, sale 
\ F be : =. * f - Pt a Sie Be So 
s cet e e bd . /s 2 Ps Wot 6-7 RO naar sup 
| ) ; . a? tae « *. 0) === at 
E . Se: Oe ~ ae. by stor 
- | ae ue GS . | POr 
: ‘ ay is es er? a “aa Ls % gs 4 =a — bier > hav 
: # eae — Mis A : | lt F 5 the 
é ie ii}: i = ij ) 2 5 ‘ Bet es ik. 
by er hth; . Se 29 te a sai tat ins ae Se Vv 
| tian, © & ee, ua alii cca en 
F BS He)! —> = ety Au Bee en ae 
pie = SPACE BUNER Wet aa Mi: Nu 
f2a\ < acres ated rs eS, Bia: 
De = $n and eet ed a | PS nae 
7 ee ae A ne eas ee Te OWI! 
+ : Pe ae a meee eee j saa oe ae meee ‘si es he Pe pig F Z i ars Hf pan 
; Bee eh. Sn ~, en a a Me PUL EES 
: NEOET Sey Meer a a ae haem a. oR jj assi 
be Mo Tae mol ee Wa: 
—-)\\ Sn Me es pan 
IE i ee, mot 
ee ——- Oo ye os ee 
t q Wl || | j an ie, ey a 3 nS ma As ‘al a . x BSE SS eae 3 ss ij a 
4 f THe — - | Be \ ARUN Se cE ae 
TA — ll OR | e/a 
4 ee 1 He: F ie MRE eG, ef a a Aaa) nea : ae 
We Wa = eS ia Olen 7 a 
, Hi I th =f —., : 
ies, Sige £8 © Be | se hai : . 7 F; 5 : Tr) ry . 
i!) ; wy. ~~ A ; ¢ ae & 4 i bbs a 
||| -gfiili | \i A) a. ae . : | ee eee 
A TAYLOR | oe he | “cae | eee! Me ree 
fia ba _——— a oe ee SO ee 
4 i : erik Sere - . ea = ame 
si —— eee oo a a ae Ee ZZ 
ie ot ee Re - ZZ ‘ ae. sa ES i a 
- a: : iit $44 P 34 Ag i : ie ) ees ae bey i MB ’ — 
Tt ~ ae ifia | is - } tera iio ae b> ie Re ie ad 
‘ ° 5 iy +3 Ath: : “y } . aa _» ita we } sees aa 
; Bilis iy : Ye - eae - SS 
" 44 rng ac ae ba] r / a ooo ee aa AS ; 
ium? f aA > ae ¥ F pit = 
“s + q Fae S| a Oe we a 
* ‘ ba BS ‘ » = Py “a S&S NX 
ne “s 2 f/ my ———— / é, a 
Sa ai » a 
ee $s 
3 ee a d 
- 
a 
© 1947, The Cincinnats Enquirer 


194 


rvice- 
yr ad 
tract 
Army- 


nls, 
>S 


rvice- 
store 
e in- 
tising 
selves 
»0sted 
eattle 
at a 


tyling 
s and 
r hos- 
utside 
ter in 
rtising 
entory 

their 
i sup- 
or the 
es last 


3uford 
yeorge 
P only 
idising 
;, Roe- 
ery at 
‘ated a 
ig his 
, Bud, 
ign the 
name, 


day ol 
al the 
adclub 
Jovem 
fell t 


in the 


fe thei) 

spen' 
Satur 
, sales 
ertising 
y, Jan 
00 an 
it leve 


Name 


ed an 
ne, Sé 
lep wi 
1e sto! 
r to tl 


veek 
wr. Te 
Statio 


a hil 
fe’re tl 
so-luck 


ith th: 


Ne don 
out in 


nd 14t! 


“That 


he thre: 


if yt 
yught 
big, ol 


Advertising Age, March 3, 1947 


long tent that’s got junk stacked 
all over it. But the prices are 
awfully cheap and people seem to 
like it. Especially the G.I. ski 
pants. Must of been a lot of skiers 
caught without any pants ’cause 
they keep coming in and buying | 
‘em. Want some? The Three G.I.s 
are located at...” 

Single - column newspaper copy 
opens with caricatures of the three 
G.I.s and carries immediate 
identification with radio _ spots. 
Typical corn in newspaper copy: 

“Some folks tell us we ought to | 
go away to study singing—and not 
come back. To those true music 
lovers, we dedicate today’s lyrics | 

. .’ Gag and sales copy then fol- 
lows from each of the G.Il.s. Some | 
items read: 

“Double deck bunk . . . $7.50. | 
That sounds like an awful lot of | 
bunk—and it is! Two of ’em, 
complete with springs.” 

“Toothpowder, 3 for 25 cents 

. regular 23 cent cartons—re- 
member, if you’re true to your teeth 
they’ll never be false to you.” 


Win New Customers 


Mr. Seals cited two facts to in- 
dicate response to ads. First, 
growth in volume has come from 
new customers, since up to now 
sales have been from inventory 
rather than from the stocking of 
additional items or new lines. Sec- 
ond, many customers ask for in- 
dividual members of the trio, with 
an inquiry such as, “Which one of 
you is Buford?” When the three 
G.I.s granted that their singing 
commercial was pretty terrible 
and ought to be done anew, they 
asked for contributions and got a 
half-bushel basket of mail — and 
sales mounted. 

The campaign, establishing the 
Three G.I.s as the No. 1 war sur- 
plus outlet in the region, also has 
had a marked effect with whole- 
salers and has opened sources of 
supply which hitherto were closed 
to them. 

The Three G.I.s opened their 
store a year ago, and since then 
have bought out 15 rivals, closed 
the stores and taken over the in- 
ventory. 


Nu-Way Names Winslow 

Richard H. Winslow, formerly 
owner of the Winslow Mfg. Com- 
pany, has been appointed special 
assistant to the president of Nu- 
Way Appliance Corporation, Los 
Angeles. He will direct sales pro- 
motional activities for the com- 
pany’s hobby products. 


Western Norty CaroLina 


A State Hithin A State” 


HIGHEST «a1 com. 


parable North Carolina Cities: 


ASHEVILLE’S 


Per Capita Retail Sales 


of $1,033 


and annual per capita Buying Income 
of $1,609. The Asheville Citizen and 
The Asheville Times blanket this city, 
and its 20-county market with $138, 
568,000 annual retail sales. The only 
thorough coverage available include 
them in your schedule! 


Figures Derived from Sales 

Management Estimate for 194 

{ bor Market Data, Addres 
ROY PHILIPS 
{dvertising Director 


Represe 
rFHE KATZ AGENCY 


SHEVILLE 


CITIZEN + TIMES 


Moreingea. > 


CiTi 


ntatives 


Joseph Joins ‘Esquire’ 

Richard Joseph, formerly a 
member of the public relations 
department of the New York, New 
Haven & Hartford Railroad, has 
joined Esquire as associate editor, 
covering foreign and domestic 
travel and directing the new 
Esquire Travel Service Bureau 
which will operate in conjunction 
with the magazine’s travel 
ticles. 


Bantam Tests ‘Ads; 
‘Rates Are Not Set 


Bantam Books, Inc., New York, 
started tests of pocket-size books 
as an advertising medium with a 
portion of the edition of “A Tree 
Grows in Brooklyn,” which it 
released Feb. 14. The test ad, 
three pages, covering both sides 
of the last page of the book and 


| the 


inside of the back cover, is 
an adaptation of the current Book 
of the Month Club coupon ad fea- 
turing the club’s library sets. 
These end pages are usually de- 
voted to illustrations. 

Rates have not yet been defi- 
nitely set. According to the com- 
pany, this is the first 


recent years that any American 


| publisher of pocket-size books has 
ar- 


taken advertising. 


‘GF Names Gager Director 


Curtis H. Gager, vice-president 
in charge of operations of eight 


General Foods divisions since 1943, | 


has been elected a director of the 
corporation. Mr. Gager joined GF 
in 1929, and headed Walter Baker 
chocolate and cocoa division in 
Dorchester, Mass., from 1938 to 
1945. He was named vice-presi- 
dent in 1943. 


time in| 


| 
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RCS Photo Blow-ups, made in any size, tell your 
story in a BIG way. No special copy required. 


RAPID COPY SERVICE 
123 N. Wacker Drive Chicago 6 
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EXPOSED FIRST 


IN FIELD & STREAM | wt 


agi a 
A nationally known outboard motor manufacturer, ai a 
‘ . a ~ 
using Field & Stream for over 30 years, reports: ae ait Prd 
"|. . current results are measuring right up to the ol - Ps 
kind we have long learned to expect from Field & - rad a 
Stream. . ."* The many advertisers who make Field ~ we 


& Stream a “‘must”’ on their outdoor lists will tell — weil 
you: It’s far more important to reach the key sports- 
men than to reach the most people! _ i 


a” 


Proof of results from the advertiser 


*From the testimonial fer files of Field & Stream 


EXPOSED SECOND 


AT THE POINT-OF-SALE 


_ 
ae 
- ge A recent survey among sports dealers 
oe ee asked, ‘Which outdoor magazines do 
ms — ie sports dealers turn to for suggestions 
i il vr regarding . . . goods to stock... ?’’** 
ad 4 The dealers’ first choice by a wide 
a 


margin was Field & Stream. This is 
proof of Field & Streams influence at 
the point-of-sale—and proof of the fact 
that dealers are interested in selling 
products advertised in this magazine. 


Proof of dealer influence 


**From Richard Manville dealer survey 


Amerca s Nwnter One Sportsman % Magayine 
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PRODUCES 


advertisers get sales-producing ‘double exposure” 


because, first, their messages are exposed to prosperous, 
purchase-minded key sportsmen. Second, key retail sporting goods 


dealers give prominent point-of-sale display to this Field & Stream 


advertised merchandise because they know it sells. 
“Double exposure” means more sales. Field & Stream provides 


“double exposure.’’ Therefore— 


MORE ADVERTISERS USED MORE SPACE IN 1946 IN 
FIELD & STREAM THAN IN ANY OTHER OUTDOOR MAGAZINE! 


THE LEADER—More outboard motor 
advertisers used more space in 1946 
in Field & Stream than in any other 


outdoor publication. These adver- 


d tisers appreciate the double value that 
> “double exposure” provides. » 
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36 
Will Take Advertising 


Dental Health, published by the 
National Dental Hygiene Associa- | 
tion, New York, will accept ad-| 
vertising for the first time since 
its inception in 1942, effective 
with the summer 1947 issue. In 
charge of advertising for the 
Magazine, a quarterly, is Edward 
Devine, formerly with the Na- 
tional Industrial Conference Board 
and the New York sales staff of 
Macfadden Women’s Group. 


Issues Fountain Manual 


Chain Store Age, New York, has 
issued its 5th annual February 
“Fountain - Restaurant Mainte- 
nance Manual,” which presents 
methods for the periodic care of 
fountain and kitchen equipment. 


Died ae 
Super-al 7p 


WAY 
c 5 


Ask for | CARDY-LUNDMARK CO. 
Samples {| 1801 BYRON ST. — CHICAGO 


A‘dip’ in Brand 
Mystery Unearths 
Double-Dotted ‘i’ 


Cuicaco—The Case of the Su- 
perfluous Dot, an intriguing mys- 
tery of the marketing field, has 
developed in the till-now unre- 
lated soap and candy industries. 

The extra dot in the mix-up has 
been discovered by AA under-_ 
neath the “i” in a “dip” 
mark used by (1) a Long Island 
soap manufacturer and (2) a Chi- 
cago candy manufacturer. The 
name reads the same upside down. | 

Last month Chempro Company, | 
Long Island City, introduced the | 
soap in Roanoke, Va., as an “all | 
soap” product containing “the 
finest water softener known to}! 
science.” Houck & Co., Roanoke, | 
placed the newspaper copy. 

Meanwhile, in Chicago and | 


=> 


trade- | 


other midwestern cities candy job- 
bers are distributing a “dip” bar 
of soft-center candy. The “i” 
under-dotted, 
Company, Chicago, is named on 
the wrapper as manufacturer. AA 
has learned that Curtiss Candy 
Company here has begun putting 
the bar out under its own name. 

A Curtiss official told AA that 
Carlton is “a Curtiss company.” 
He said the trademark has been 
used for the bar for about six 
years. 
ithe Midwest chiefly. 
| expressed surprise that the iden- 
‘tical trademark is used by a soap 
'maker and suggested humorously 
that perhaps “dip” soap _ tastes 
| good. 


‘Mathes Promotes Loh 


Lester J. Loh, vice-president and | 
a member of the board of directors 
|of J. M. Mathes, Inc., New York, 
has been placed in charge of the 
|agency’s creative departments, to | 
| direct both art and copy. Mr. Loh 
has been with Mathes since its 
|formation in 1933. 


You can cover a 


000, 
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tne dustry 


Write for booklet de- 
scribing the automotive 
service market in detail. 


000 000 


put lication 


100,000 


PAID CIRCULATION | 
The Largest Paid Circulation 


is | 
and Carlton Candy | 


Distribution has been in) 
The official | 
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Advertising Age, March 3, 1917 


ERAN NY FAN 


fe make loads of Lather 
in the hardest wate: 


FOR SWEET-TOOTH AND LAUNDRY—If you buy "dip" 


soap, made by Chempro Co. 
Curtiss Candy Co. 


Waees - 


ws 


) AWA : 


in the East you get 


In the Midwest you get a candy bar made by 
In either case you can read your brand name upside down, 


if you prefer. 


Three Appoint Frost 


Harry M. Frost Company, Bos- 
ton, has been appointed to handle 
the advertising of John W. Leavitt 


| Company, maker of Teddie brand 


peanut butter; 
Shows, Boston and New York, and 
the Eastern Dog Club’s Boston 
dog show. 


Modern Home, 


KGGM, KVSF Up Power 


Station KGGM, Albuquerque 
has increased its power from 1,000 
to 5,000 watts, day and night, and 
has moved from 1260 to 610 kilo- 
cycles. Station KVSF, Santa Fe, 
has increased its power from 100 
to 1,000 watts day and night and 
has moved from 1340 to 1260 kc 


Progress Report 1946 


Despite the difficulties incident to white 


paper restrictions and with the co-cperation 
of advertisers and advertising agencies, The 
Evening Telegram was pleased to be able to 
serve the needs of all those wishing to reach 
Canada’s richest consumer market last year-—— 
actually in greater proportions than ever 
before. 

In addition to serving former advertisers, 
space was provided for 308 new National and 
Retail advertisers. 

As the strongest possible endorsation of a 
publication’s advertising value is the use of 
its columns by advertisers, it is a matter tor 
ratification that the year 1946 was the 
largest in the history of the Telegram in 
velume of both General Advertisina and 
C'-ssified. Total Advertising and Retail 
Acvertising showed aains in volume totalling 


| 


_— 


TORONTO 


millions of agate lines. 


TORONTO CONSUMER MARKET TODAY | 


| Within a radius of one hundred miles of the city is one-sixth 
} of Canada’s population—One-third of Canada’s consumer buying 
| power — Average wage $33.23 —- Unemployment negligible. 


Toronto's HOMETOWN’ Newspaper 
The EVENING TELEGRAM 


New York: DAN A. CARROLL Chicago: JOHN E. LUTZ 


Montreal: E. R. CHOWN, Dominion Square Bldg. 
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Postwar Church 
Organs Offered 
in National Ads 


CINCINNATI—The first postwar | 
‘hurech organs are making their | 
ow in national advertising, with | 
‘lectronics 
wist in appeal. 

Baldwin Piano Company, Cin- 
innati, and the organ division of 
tudolph Wurlitzer Company, 
Jorth Tonawanda, N. Y., have al- 
eady launched campaigns, -and 
thers in the field are expected 
nortly to start promoting their 
ew instruments. Electronics fig- 
re in construction and operation 
f both the Baldwin and Wurlitzer 
rersions of the perfect postwar 
nostrument. 

Baldwin began developing its 
rgan in 1930 and was ready to 
put it on the market when the war 
started. The company switched 
ver to production of glider wings 
and the organ was temporarily 
shunted aside. Development of 
electronics during the war sug- 
gested changes which improved 


giving them a new 


Petry Company Marks 
15th Year March 15 


Edward Petry Company, which 
claims a number of “firsts” in its 
‘field as well as being the oldest 
|and largest exclusive radio sta- 
tion representative, will be 15 
years old March 15. With offices 
|in eight cities, the firm represents 
42 stations including the Yankee 
and Texas Quality networks. 

Petry was first, the firm claims, 
to promote spot radio, first to 
eliminate brokers, first to publish 
and distribute standard market 
data, first to standardize 


vertise in national magazines, first 
in its field to join the National 
Association of Broadcasters, first 
to conduct research to promote 
spot broadcasting, and first to be- 
come an exclusive radio station 
representative. 


and 
maintain station rates, first to ad- 


Berko Adds Color Space 

The Berko Malted Milk Com- 
pany, Brooklyn, has added four- 
color insertions in metropolitan 
newspaper supplements for its 
spring-summer promotion on 
Vigortone chocolate syrup, in ad- 
dition to black-and-white space 
in eastern and midwestern dailies. 
Copy suggests economical uses of 
chocolate syrup in cooking, baking 
and “dressing up” desserts. 
Deutsch & Shea, New York, is the 
agency. 


Feigenbaum Ups Rosner 
Erwin Rosner, recently released 
from the Army and prior to that 
in the radio department of Harry 
Feigenbaum Advertising Agency, 
Philadelphia, has been appointed 


radio director of Feigenbaum, suc- | 
ceeding Ralph A. Hart, who has 


resigned to open his own agency. 


“WHY OUTDOORS anc 


“Several times people have backed me into a corner 
and asked me point blank, why we devote so much 
space to Sports and Outdoors in the Eagle Magazine. 
| usually try to ignore the question but if my arm is 
twisted far enough, | have to admit it’s because that's 
what the readers want. It seems kind of silly to give 
anybody anything they want these days, but that's 
the way we do things in the Eagles. Our Poll of 


Eagle Opinion shows that 86% of the Eagle members 
prefer a large Outdoor and Sports department, so 
that's what they get, and as it's a man's magazine —_. 
| suppose this makes sense." 


MORE THAN 
ONE MILLION 
SUBSCRIBERS 


Ma gazine 704 WARNER BUILDING - MILWAUKEE 3, WIS. 


the organ tubes, and the product 
now being introduced has been 
thoroughly brought up to date. 

Present Baldwin advertising in- | 
cludes space in religious, church, | 
music and funeral home publica- | 
tions. Economy is emphasized, | 
with special appeal to the ‘‘small 
or medium size church heretofore 
denied the glory of fine organ 
music.” 

Wurlitzer, terming its postwar 
offering “a true scientific marvel,” 
has just started shipment of the 
new organs, with samples to go 
to all dealers. Prospects are urged 
to write direct to the company for 
details on the instrument and the 
name of the nearest dealer. 


Donshea, Newell-Emmett 
Partner, Resigns 


Frank H. Donshea, one of the 
nine partners of Newell-Emmett 
Company, New York, has resigned 
from the agency. A _ stockholder 
and director of the corporation 
which preceded the present part- 
nership, Mr. Donshea has been 
active in creative work and for 
several years has been chiefly re- 
sponsible for promotional mail- 
ings, including the agency publi- 
cation, “Current Production.” At 
the agency’s request, he will re- 
main in an advisory capacity for 
an indefinite period. 

Newell-Emmett’s eight remain- 
ing partners are C. D. Newell, 
F. H. Walsh, William Reydel, G. S. 
Fowler, R. L. Strobridge, C. S. 
Walsh, J. P. Cunningham and T. J. 
Maloney. 


NO TYPE 


Anyone, anywhere can set 


type this new, practical way. 


Fast, economical —just the 


STICK ...USE 1S 
PE IDE y oon | eK ep a = 
* ¥ 


thing for heads or complete 
ads. Cardboard letters are 
automatically aligned when 
set into Fototype composing 


tick. No metal type, no 


nessy ink, no impressions 


j 
° pull. Over 75 popular | 
i 
types to select from, each | 


packed in a compact, refill- 


Be 


ew 24 -Page 
Catalog 


15 ROSCOE ST., CHICAGO 15, ILLINOIS 


aL IN PITTSBURGH; IN CITY CIRCULATION; IN CLASSIFIED ADVERTISING; IN RETAIL ADVERTISING; IN GENERAL ADVERTISING; IN TOTAL ADVERTISING 


The Pittsburgh Press™ 


a whale of a paper, 


m2 


"tom arket 


— el 


ALLEGHENY COUNTY, surrounding the City of Pitts- 
burgh, ranks sixth among United States counties in 
total retail sales . . 
seventh in general merchandise sales . . . 
drug store sales . 

This county—Metropolitan Pittsburgh—is the con- 
centrated heart of the Pittsburgh market. . 
The Press can capture it for you. 


. sixth in food store sales. . 
seventh in 
. seventh in effective buying income. 


. and 


doce thit sound, Like, whale, ob ? 


(T°S NOT. The Press gets results in Pittsburgh because 
its circulation is all good. The Press offers no premiums or 
life insurance 
People buy it because they read it. 

Of The Press’s 251,572 daily circulation, 176,475 copies 
go into the City Zone. 231,077 copies go into the City and 
Retail Trading Zones, which include all or part of the eight 
counties where 4/5 of the Pittsburgh district’s money is spent. 


conducts no carrier boy campaigns. 


Press results are snappy as whale bone 


The reason why grocery products advertisers, during 
1946, placed more space in The Press than in the 
other two Pittsburgh papers together is that grocery 
advertising has to move merchandise. 


Whale away at our Space Men w, accept a whale of a 


lot of space (19,001,871 lines—excluding This Week 
Magazine—in 1946) even though we do get pinched 
for newsprint occasionally. Don’t give up without try- 
ing to getin.. 
Keep after our space men. If we have to ration you, 


. Press results are too valuable for that. 


you'll get the same deal as every one else. 
But oftener than not you'll get all the 
space you want. Fair enough? 


Re presente d by the 

National Adverti: ing Dt partment, 
Scripps-Howard Newspapers, 230 Park 
New York City. Offices in Chicago, Cincinnati, 


Detroit, Fort Worth, Philade lphia, San Francisco 
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‘Life’ et al. 
to Share Heavier 
Disc Ad Drives 


CuHiIcaco—Unless precedent is 
upset, Life will be a chief bene- 
ficiary of Loew, Inc.’s new ven- 
ture into the phonograph record 
field this spring. 

As reported in AA Sept. 16, and 
in a rash of newspaper stories in 
the past fortnight, Loew’s has 
started turning out popular and 
classical discs under the Metro- 
Goldwyn-Mayer emblem, in a 
war-built plant in Bloomfield, 
N. J. Zenith Radio Corporation 
distributors will handle the rec- 
ords through regular outlets for | 
Zenith radios. First albums were 
released March 1. 

M-G-M record advertising will, | 
if it goes according to practice in 
the business, include a substantial 
schedule in Life. This pattern has | 
been set by all four major manu- 
facturers of records—Capitol, Co- 
lumbia, Decca and RCA Victor. 
In probably no other industry ad 
classification does one magazine 
so dominate its competitors. 


Spend Over $700,000 Each 


The four companies in 1946 
spent about $1,400,000 in national 
magazines. Of this amount, $1,- 
000,000 was for space in Life 
alone. 

A breakdown shows Columbia 
spent $500,000 in magazines, 
three-fifths of it in Life; RCA 
Victor spent three-fourths of its 


three-fourths of its $160,000 maga- 
zine budget in the Luce picture 
book. 

Total spent by Columbia, Decca 


|and RCA Victor to promote their 
| records 


exceeded $700,000 each 
last year, and Capitol’s budget was 
more than $300,000. Victor rec- 
ords are plugged on the “RCA 
Victor Show” heard over NBC 
Sunday afternoons; Columbia uses 
a transcribed record show, and 
Decca uses a long list of Sunday 
supplements. 

Fifth largest phonograph record 


maker, Majestic Records, which | 


last year spent far less than Cap- 
itol or the “Big Three” in the 
various media, will become a 
major advertiser in the field this 


year. Plans are now being formu- 
lated. The account of Majestic 
Records and its parent company, 
Majestic Radio & Television, re- 
cently was shifted from Foote, 
Cone & Belding to Tatham - Laird | 
here. 

Agencies for the companies are: 


|For Victor, J. Walter Thompson 


Company; Columbia, McCann- 
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last year. Sales will increase as Schedules Air Show 


radio set makers turn more and : : 
The first regional aircraft shc 


more to manufacture of radio- | .anctioned by the Aeronautic 
phonograph combinations. 


The market for discs will in-| [Louis May 9-18 under sponsorsh 


crease also with juke box produc-| of the Aviation Council of Metr.- 
_A 10-state arc 
though some companies reportedly | Will be covered in this first r- 
are readying radio combinations gional aviation and industrial e> - 


tion scheduled for new highs. Al-|politan St. Louis. 


with wire or tape recorders and | Position. 


Show Council will be held in S: 


Erickson; Decca, Newell-Emmett | players, these are not seen as hav- 
Company; Capitol, Dunn-Fenwick | ing any immediate effect on record Elects Morley VP. 
& Co., and Loew’s, Donahue & Coe. | Sales, L. M. Morley, vice-president 


Output Nearing 500,000,000 


Budgets this year are certain to | 
increase as disc output jumps close 


i isi - has b lect ick 
tn the fralicbifites vaaet. More | 2¢e? appointed advertising repre- | Company, has been elected a vic 


sentative of the Atlantic Guardian, president of Honeywell. He w 


than 200 companies made nearly magazine of Newfoundland, pub- continue to supervise sales of th: 


400,000,000 phonograph records lished in Montreal. Brown division. 


Genes charge of sales of the Brown I ‘ 
. strument Company, Philadelphia, 

To Edwards & Finlay a wholly-owned subsidiary of 
Edwards & Finlay, Toronto, has| Minneapolis-Honeywell Regulatur 


magazine budget for records in| 
the weekly; Decca spent about | 
$350,000, one-third in Life (and) 


one-third in The Saturday Eve- 
ning Post), and Capitol 


E> 


Don't Be Satisfied with 
Ordinary Wasteful 


DISPLAYS 


May We Suggest . - 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximum use, consistent results . . . 

We are a Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in” the force of national advertising. 


36 Pages 420 Pictures... 
of Performance. . 


an Exhibit 
. Write for a copy 
of it Today on your business letterhead. 
Interview with Principals « No Obligation 
AMERICA'S LARGEST ORGANIZATION 
SPECIALIZING IN 
MERCHANDISE PRESENTATION 


W. L. STENSGAARD 


oe AND ASSOCIATES, INC. 


362 N. JUSTINE STREET - CHICAGO 7, ILL. 


spent 


COSTS NO MoRE 


lis te KEADERS 


7. as an advertising executive choosing magazines to 
reach your most responsive prospects, must look further 
than the editorial excellence of the publication, important 
as that excellence may be to you. 

In the last analysis, you buy the effect of the editorial 
policy —the readers the magazine selects. 

Newsweek’s editorial handling of the week’s events selects 
“the top 700,000” key American families—people with money 
to buy, people who influence tremendous buying. 

As a matter of fact, Newsweek delivers a greater concen- 
tration of leaders of business, industry, and government per 
advertising dollar than any other magazine. 

That means—if you want the utmost in profit from your 
advertising dollar, it pays to concentrate in Newsweek—and 
sell “the top 700,000” first! 
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FM Group Asks 


treasurer and president of Freed 
Radio Corporation, Ray Manson, 
Bill Bailey, RMA executive secre- 


Industry Speed 
Grae ae 2 SS 


WASHINGTON — Roy Hofheinz, mittee. 
resident of the new Frequency 


Jodulation Association, has called Elect Pinter President 


n set manufacturers to produce) ; , 
ow-cost FM sets on a wide scale.|_ J°Seph W. Pinter, vice-president 


|and general manager, has been 
In a telegram to R. C. Cosgrove, | clected president of the Phenix 
resident of the Radio Manufac- Pabst-ett Company, Chicago, na- 
irers Association, Mr. Hofheinz/tional distributor of Pabst - ett 
sked for a “liaison” committee | cheese foods, Phenix cheeses, salad 


etween the two organizations for| dressing and other food products. | 


operation “to the end that FM | Seectaaseneenne 
receivers may be available to the. Gets Indian Account 


public in quantity at the earliest Agarwal & Co., Lahore, one of 
possible moment.” ‘India’s largest importers 


He named Arthur Freed, FMA} 


with | 


branches in Bombay, Madras, Cal- 


cutta, and Karachi, has appointed | 


Byrde, Richard & Pound Adver- 
tising Agency, New York, to 
handle a newspaper and business 
paper series in the United States 
and Canada. The company is in- 
terested in obtaining exclusive 
distributorships of American made 
items such as textiles, office sup- 
plies, chemicals, 
general merchandise. 


McCann Boosts Two 
in Foreign Service 


Luis G. Dillon, a vice-president 
of McCann-Erickson Corporation, 
affiliate through which McCann- 
Erickson, New York, operates in 


crockery and_/| 


the foreign division and a director | 


of McCann-Erickson Corporation 
of Brazil. 

George Giese, account executive 
with the agency’s foreign office for 
more than two years, has been 
elected a vice-president and alter- 
nate director of McCann-Erickson 
Corporation. 


Three Join Grey 

John C. Appleton, formerly with 
Esquire, has been named assistant 
account executive of Grey Adver- 
tising Agency, New York. David 
Singer, formerly production de- 
signer for Ernest Pascal at Walter 
Wanger Productions, has been ap- 
'pointed art director and Ruth 
| Hausman, previously in the adver- 


Kaiser Expands 
Distribution of 
Jet Dishwashers 


OAKLAND, Ca. — Kaiser - Fleet- 
wings, Inc., a project of Henry J. 
Kaiser, is extending distribution 
of its new jet-propelled aluminum 
dishwasher to a nationwide scale 
through department and appliance 
stores. Mr. Kaiser has announced 
that production has reached 12,000 
units per month. 
| Merchandising responsibility for 
|the new washer rests entirely 
| with the Fleetwings division, 


foreign countries, has been ap-|tising department of Gimbels, has| which makes the dishwasher at 


pointed an alternate director of 


joined the copy department. 


Waren Ppl of Mess aud LaffCuou 


eb ale 
NEWSWEEV & tw the Retire! 


Bristol, Pa. J. Walter Thompson 
|Company, Hollywood, has been 
|named agency for the dishwasher, 
which ranges in price from $127 
to slightly less than $200 retail. 

| The dishwasher unit can be in- 
stalled in any present kitchen or 
| sink unit, or it can be moved into 
| the home like a stove or refrig- 
erator. It comes in cabinet or 
chassis models, standard or deluxe. 


ewe Womant 
‘pays 

and pays... 
and pays! 


BECAUSE— 
SHE CAN AFFORD TO 


Is your product on her shopping 
| list? Ie will be, when your advertis- 
ing message comes to her through 
the pages of THE WOMAN. She’s in 
| the top-buying group and she reads 
—THE WOMAN. Reach her with the 
highest return in dollar sales, at 
lowest cost, through THE WOMAN. 


Over 


51% 
of the readers of 
THE WOMAN 
are inthe 18—25, 
25—35* group 


: i 


“When it comes 
to Figures 


... THE WOMAN 
HAS SOMETHING TO LOOK AT!” 


| 58.3% are housewives 
40% are 


"Starch Readership Survey 1946 


homeowners 


mAs 


'$ DIGEST 
Guaranteed Circulation 400,000 A. B.C. 
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KISS Increases Power; 
Appoints Hewitt 

KISS, FM station in San An- 
tonio, has increased its power 
from 250 to 3,000 watts. The power 
will be increased to 10,000 watts 
in June, 1947, and to the maxi- 
mum of 50,000 watts in November, 
1947. 
crease its operating time from 9 
to 13 hours daily. 

Phil Hewitt, formerly with the 
D’Arcy Advertising Company, St. 
Louis and New York, has joined 
the staff to be in charge of sales. 


‘Promenade’ to Scott 
Promenade, New York, has ap- 
pointed Duncan A. Scott & Co., 
San Francisco and Los Angeles, as 
West Coast sales representative. 


ALMANACS! CALENDARS! 


(Used Daily Throughout the Year) 


PRINT YOUR OWN ADVERTISING MEDIUM 
We supply complete copy for U. S. and 
Foreign Counttine — Astronomical and 
Astrological Data, Weather 

Planting and Fishing Tables, Etc. 


HART WRIGHT CO. 


Forecasts, 


Penn Yan, New York 


Schedules $75,000 
Drive for Modglin 
Comb and Brush 


Los ANGELES—The Modglin 


| Company, manufacturer of molded 


The station will also in-| 


' schedule. 


plastic combs, brushes and house- 
hold articles, plans to enter the) 
national consumer advertising field | 
with a campaign to promote Mod- | 
glin product recognition. 

Robert G. Rettig, director of| 
sales promotion and advertising, | 
said the West Coast company will 
use space in American Magazine, 
Collier’s, Look, The Saturday Eve- 
ning Post and Woman’s Home 
Companion, eight business papers, 
and six export publications. In 
addition Modglin will schedule 
advertising in foreign newspapers | 
in cooperation with foreign sales | 
representatives in 50 countries. 

A year-round direct mail pro- 
gram will support the publication 
The company plans re- 
designed packages for the com- 


plete line of products, with a 
standard color combination to be | 
used throughout. 

Marion E. Welborn & Associates, 
Los Angeles agency, has been 
named to handle the ’47 campaign, | 
for which Modglin has set a $75,- | 
000 budget, double its advertising | 
effort of last year. 


Issues Book on Color 


“Principles of Color & Color 
Mixing,” by J. H. Bustanoby, just | 
published by McGraw-Hill Book | 
Company, New York, gives a sys- | 
tem for identifying a wide variety | 
of standard and popular hues, | 
tints, tones and shades, including | 
242 formulas for mixing them. 
The book sells for $4.50 a copy. 


The King Kut line of hobby 
knives and tools, made by AP | 
Parts Corporation, Toledo, is now | 
available for distribution in Can- | 
ada. The line is stocked at 539 
King St.. West, Toronto, with 
Harold Jeffery as Canadian sales 
manager. 


King Kut Enters Canada | 


t 
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CENTENNIAL—Discussing the biggest advertising sprropriation in silverware 

history are these officials of International Silver Co. and head of its advertising 

agency. Left to right, Craig Munson, vice-president of the company; Sigurd 

S. Larmon, president of Young & Rubicam, and E. C. Stevens, International's 

president. The company will'spend about $1.5 million, a major portion of it on 
1847 Rogers Bros. silver plate. 


BUYERS WILL FOLLOW 


THE RECORDER 


Don’t let your big buyers run all over town looking for 
your National Shoe Fair exhibit. Don’t let any buyer 
miss your really hot lines. Tell them where they can see 
your exhibit in the special National Shoe Fair Issue of the 
Recorder — and you’ll multiply its value. 


With the Fair held in New York April 27 to May Ist 
for the first time . . . with important exhibits at four big 
hotels, two on the East side, two on the Westside... 
buyers will find it difficult to see all the displays. But 
ALL will schedule time to see your exhibit — if you 
enlist their interest through advance advertising in this 


special issue. 


Pa 


100 EAST 42d 


A CHILTON © PUBLICATION @ 


EXTRA! Preview of 
Autumn Fashions 


The buyers who go to the Fair and the 
buyers who stay home will al/ study 
this comprehensive analysis of men’s, 
women’s and children’s shoe styles for 
every use and occasion. 


Don’t fail to show your own new 
lines . . . to cash in with your own ad- 
vertising in the National Shoe Fair 
Issue. CLOSES APRIL Ist ... 


RESERVE YOUR SPACE NOW! 


q a 


so 


$T., 


NEW YORK 17, N. Y. 


United Wallpaper 
Starts $200,000 
‘Weaves’ Drive 


CuiIcaco—United Wallpaper has 
launched a $200,000 four-month 
campaign for its Dorothy Liebes 
Weaves wallpaper, the largest 
seasonal campaign ever run by 
any company for a wallpaper. 

The drive will include full- 
color page ads in April and May 
in Parade and The Saturday Eve- 
ning Post and _ black-and-white 
‘full pages in Life. A series of 
two-color half pages will appear 
between now and May 1 in Amer- 
ican Home, Better Homes & Gar- 
\dens, Cosmopolitan, Good House- 
keeping, House Beautiful, House 
pe Garden and Ladies’ Home Jour- 
nal. 


$70,000 Dealer Aid Program 

The ads will feature the fabric- 
like weaves as widely adaptable 
to various furniture period styles 
and in commerical decoration. The 
wallpaper, first announced six 
months ago, is based on designs 
from hand-loom originals by Dor- 
othy Liebes, fabric designer. 

Besides the $130,000 magazine 
schedule, 
in a merchandising program to 
include brochures for jobber sales- | 
men; a five-piece direct mailing | 


$70,000 will be spent 


books for jobbers and dealers; and 
a special telegram-and-letter mail- 
ing to key store executives signed 
by executives of United Wallpaper 
and of Life, Ladies’ Home Journal, 
Parade and the Post. 

MacFarland, Aveyard & Co. 
handles the account. 


G-E to Distribute 

Film Explaining FM 

| General Electric Company is 
preparing a_ two-reel, 16mm. 
|movie, to be ready for distribu- 
tion within two months, dramatiz- 
ing the advantages of frequency 
modulation radio. Entitled ‘Nat- 
urally—It’s FM,” the film will be 
made available to FM broadcast- 
ers and dealers to help them 
/popularize and explain this me- 
'dium of broadcasting. 

| The film will replace an earlier 
| one, “The Story of FM,” produced 
‘by G-E in 1941 and shown to 
about 1.5 million persons through- 
out the U. S. 


\LeQuatte Names V.P.s 
|. Ormonde S. Clarke, copy chief, 
ihas been elected first vice-presi- 
|dent and W. Turner Elberty, art 
'director, has been named a vice- 
president of H. B. LeQuatte, Inc., 
|New York. 


-WSPR Increases Power 
Station WSPR, Springfield, 

Mass., has increased its power to 

1,000 watts full time, following 


to more than 25,000 wallpaper 
and department stores, 
hangers, architects, etc.; 


| completion of the transfer of the 
paper=|station’s two 56-foot antenna 
sample | towers. 
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British Suspend 
All Magazines 
‘n Coal Crisis 


LonNDON—As a result of the 
‘ritish coal crisis and the re- 
iltant power shortage, all British 
eriodicals were forced to sus- 
end publication for a two-week 
eriod, while newspapers were 
ice more reduced to the “four 
iges only” rule which was lifted 
ily last September. 

The government decree breaks 


.§ never missed a _ publication 
iiy despite the war and other 


e more than 100-year-old record | 
publication by Punch, which | 


Names Artwil Company 


Ralston Society, book publisher, 
has named Artwil Company, New 
York, as its advertising and mer- 
chandising counsel. Newspapers | 
and magazines will be used. 


Directs Jewelry Ads 


J. Helen Blask, formerly assist- 
ant advertising manager of the 
Boston Store, Utica, has been 
named advertising director of 
Sonne Brothers, jewelry store 
chain, Utica. 


Gets Diorama Franchises 

The Baltimore & Ohio Railroad 
has granted to Radio-Vision Ad- 
vertising Corporation, New York, 
| wall space franchises for diorama- 
‘type signs in its Philadelphia, 
|Baltimore, Pittsburgh and Chi- 
cago stations. 


Joins Potts-Turnbull 

Robert I. Preis, formerly assist- | 
ant account executive of Dancer- | 
Fitzgerald - Sample, Chicago, has 
been named an account executive 
of Potts-Turnbull Company, Kan- 


Was It Audacity... 
--or Just Our Perspicacity ? 


When “WI BC Coffee Shop” was introduced as an 8:15- 
8:45 a.m., Monday-through-Friday live talent show—com- 
peting with you-know-who—some folks thought our venture- 
some, fools-rush-in spirit had got the best of us. But it turned 
out to be a pretty solid job of crystal-gazing because this 
half-hour of highly informal music, “drama” and homespun 
hilarity has not only hit a high “Hoosierating” . . . but has 
also won that supreme accolade which is the proof of every 
radio pudding—a sponsor! Here is but one of many program 
plums which the largest live talent staff in Indianapolis has 
created for advertisers and can create for you. Ask your 


John Blair Man. 


JOHN BLAIR & COMPANY + NATIONAL REPRESENTATIVES 


The INDIANAPOLIS NEWS Station 


Wibt 


1070 KC 
5000 WATTS 
BASIC MUTUAL 


erware tbacks. Protests arose when The 

rtising adio Times was exempted from 

Sigurd tne original order suspending pub- 

tional’s lication of all periodicals, and 

f it on subsequent rulings ended the ex- 
emption. 

However, there was no move 
rs; and to discontinue the 7,750,000 weekly 
r mail- circulars for the country’s foot- 
signed ball pools, despite protests that 
llpaper the circulars constituted a waste 
ournal, of paper, fuel and labor of al- 

most 75,000 women employed full 
& Co. time, plus about 50,000 part-time 
workers. Advertising agencies 
were reported still working, some- 
times by candlelight, despite un- 
certain schedules and frequent | 
cancellations. Photographic de- 
any 1s partments and engravers were at 
_16mm. virtual standstill. 
istribu- 
amatiz- rise <a 
a Nac. | Will Honor High School 
will be | Newspaper Ad Managers 
vadcast- The Columbia Scholastic Press | 
) them Association, in cooperation with | 
us me- Vincent Edwards & Co., New York, | 
; will launch this year a Vincent | 
earlier Edwards Socrates Jr. Award, simi- | 
roduced lar to the Vincent Edwards Soc- | 
own lo rates Award which has been pre- | 
hrough- sented for 28 years. A plaque will | 
be given to the high school pub- | 
lication which best demonstrates | 
P.s originality and excellence in its | 
. advertising, and awards also will | 
y chief, be made to the advertising man- 
€-presi- agers of papers ranked first, sec- | 
rty, art ond and third. 
a vice- The awards will be presented at 
te, Inc., the Scholastic Press Association’s | 
annual convention March 20-22. 
soe : 3 Join Short & Baum 
wie no ve J. J. Hanselman, formerly ad-,| 
slowing vertising manager of Fred Meyer, 
> of the Inc., has been appointed account | 
antenna § °xecutive of Short & Baum, Port- | 
land office. Byron Ferris has joined 
the art staff and Charles Mannell, | 
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Promotes Lubben 


Joseph <A. Lubben, assistant | 
business manager of the Dallas | 
Morning News, has been elected 
to the board of directors of A. H. 
— Corporation, publisher of the 
News. 


500,000 


STOCK PHOTOS 


WRITE FOR INFORMATION 


AUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
pI Snel dai 


sas City, Mo. | 


1946 was a big year in the Nation’s Capital. Big 
year for employment, with booming private business 
absorbing those dropped by post-war shrinkage of 
government jobs. Big year for population, with the 
return of home-bound Gl’s and government workers 
who had long been exiled in other cities to make 
room for war agencies. Big year for building, with 
more than 10,000 home units started in the metro- 
politan area. Big year for sales, with new records set 


by Washington retailers. 


Big year for The Washington Post, too. Biggest 
year ever in advertising volume—20,955 096 lines. 
Big year for gains, of course—up 5,316,892 lines 
over 1945 Big year for prestige—The Washington 
Post was first in Washington in total general* ad- 


vertising, in total financial, in such important sub- 


classifications as retail grocers, liquor stores, book 
stores, stock and bond houses, alcoholic beverages, 
bond issues, clothing stores, resorts, publications, 


radio and transportation. 


Want 1947 to be a big year for you? Build sales 
in big Washington with the big Washington Post. 


TOTAL GENERAL ADVERTISING, 
TOTAL FINANCIAL, RETAIL GROCERS, 
LIQUOR STORES. BOOK STORES, 
STOCK AND BOND HOUSES, ALCOHOLIC (/ 

BEVERAGES, BOND ISSUES, CLOTHING 
STORES, RESORTS, PUBLICATIONS,  \ 
RADIO, TRANSPORTATION 


\ 


y 


Represented by Osborn, Scolaro, Meeker & Co.—George D. Close, Inc. (Pacific Coast)—Metropolitan Sunday Newspapers 
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Lewitt Agency Moves 


Daniell E. Lewitt Advertising 
Agency, New York, has meved | 


ls Chicago Radio 


from 1440 Broadway to 299 Madi- h T N 
son Ave. Seen 6 ost Own “ 0, 


Boosts Rion Bercovici 

Rion Bercovici, for six years 
with the Institute of Public Rela- 
tions, New York, has been ap- 
pointed director of the publicity | 
department. 


The management man's \, 
preferred source of daily /§ 
business news in the nation’s 
greatest industrial area 

—the Central West. 


Chicago Dournal 


of Commerce — 


New Survey Shows 


Afra's Jones Hits 
Advertisers’ Use 
of Outside Shows 


Cuicaco—“There is no reason 
under the sun why an adver- 
tiser, geographically located in 
the middle of the United States, 
should have to go running off 800 
or 2,000 miles to keep direct con- 
tact with his radio program.” 

To support that contention, Ray- 
mond Jones, executive secretary 


of the Chicago Afra organization, 


has revealed, in a talk before the 
Chicago Radio Management Club, 
results of a survey among Afra 
members showing: 

(1) 312 radio actors and ac- 


= 


tresses here have an average of 
9.4 years of professional expe- 
rience; (2) 204 singers have 8.9 
years’ radio experience; (3) 234 


|announcers have 9.6 years’ radio 
| work, and (4) these people give 


widely varied types of perform- 


|ances on many kinds of local and 


network shows. 

Chicago is not a radio ghost 
|town, never was and never will 
be, despite reports that many net- 
work shows have left Chicago, Mr. 
Jones asserted. He said there now 
are 60 network shows originating 
here, 43 sustaining and 17 com- 
mercial. 


Radio More Centralized 


(A survey by Jack Ryan, man- 
ager of NBC’s press staff here, 
shows a total of 55 Chicago net- 
work originations, with NBC hav- 
ing 9 commercial and 17 sustain- 
ing shows; CBS two commercial 
and three sustaining; ABC six 
commercial and 13 sustaining, and 
| Mutual three commercial and two 
Chicago-originated programs.) 

The chief reason why network 


shows have left here, Mr. Jones) 


declared, is that, as radio has 
become a major medium, top 
|agency and radio management has 
| become more centralized 
| “more and more network and 
agency executives have pulled 
programming into New York 
where they could exercise direct 
and immediate control.” 

Hollywood has also gained, he 
pointed out, “because of the avail- 
ability of movie stars, the sunny 
clime and the tough, unrelenting 
campaign on the part of West 
Coast management.” 


Chicago Good Test Market 


“An inventory of Chicago’s radio 
resources,” Mr. Jones said, “shows 
them equal to any in the country 
and entirely adequate to maintain 
the highest program qualities of 
every sort. 

“The 1,000,000 radio homes here 
represent a perfect test area in 
which to develop radio advertising 
vehicles. .. 

“There is an advantage enjoyed 
by a radio advertiser whose pro- 


Detroiters’ Savings 


HIT ALL-TIME HIGH! 


More Detroiters today have more bonds, more money 


ys 
4 


in savings and commercial accounts than ever before. Bank 


deposits at the end of 1946 were well over two billion dollars—more 


than double the deposits of 1940, the last peacetime year. During the 


first ten months of 1946, Detroiters invested 130 million dollars in 
U.S. Savings Bonds—and of the more than three billion dollars 
of Bonds purchased by Detroiters since 1941, approximately 74 


percent is still drawing interest—far above the national average! 


Co tap this cash reservoir and future earnings that will 
result from the automobile capacity-production years ahead, 
push your product effectively and economically through 
The Detroit News .. . the paper that is first in Detroit in 
practically every major classification of retail and national 
advertising. Reach an audience of 412,605 weekdays 
and 517,022 Sundays through this powerful medium 


that enjoys the largest trading area circulation of 


all Detroit papers, and the greatest A.B.C.- 


recognized home-delivered circulation 


of any newspaper in America. 


412,605 Weekday Total Circulation 


$17,022 Sunday 


Largest Trading Area Circulation of All Detroit Papers 


Total Circulation 


OWNER AND OPERATOR OF RADIO STATIONS WWJ AND WENA 


DAN A. CARROLL, 110 E. 42nd St., New York 17 


J. E. LUTZ, Tribune Tower, Chicogo 11 
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gram originates near his place f 
business. It has been estimat:< 
that approximately 30% of ne+- 


| work billing is sold in Chicago. 
and | 


Need Closer Contact 


“There are advertisers —a » q 
there will be more of them—w)\, 
are careful investors, who like jy 
take the time to test out their 
mechanism. Any radio commer- 
cial program must be tailored to 
fit a specific product appeal, mozj- 
fied to help individual sales meih- 
ods and kept sympathetic with 
definite merchandising practices. 
More important, any radio show, 
local or network, must be kept 
adjusted to a manufacturey’s 
changing needs if it is to be most 
effective. 

“Programs can be built to meet 
the needs of some advertisers in 
any large city in the United States 
If an advertiser wants a movie 
star, the chances are he will have 
to go to Hollywood. If he wants 
one of a few of the already estab- 
lished stage or radio stars, he may 
go to New York, but for the most 
part, such talent is willing to come 
| here.” 

Other advantages here were 
| given by Mr. Jones as: More than 
|in New York or Hollywood, Chi- 
|cago radio artists give whole- 
‘hearted attention to radio; Chi- 
'eago listeners are more truly rep- 
| resentative of the U. S. audience: 
| costs of producing shows are lower 
/here, particularly for advertisers 
| here who have to spend consider- 

able sums for traveling and com- 
munication if their shows are pro- 
duced on either coast. 

| A different reason for Chicago’s 
| loss of shows in recent years was 
| given before the radio club by 
| Orrin Tovrov, long the writer of 
‘“‘Ma Perkins” and president of the 
|Chicago Radio Writers Guild. 
Chief problems faced by Chicago 
programmers, he said, are (1) un- 
| willingness of advertisers and 
agencies to accept new ideas and 
(2) competition of “big name’ 
film and stage stars. 


Will Publicize Advantages 


“You are selling against names 
like Helen Hayes,” Mr. Tovrov 
declared. “You’ve got to educate 
agency and client on the non-star 
idea. Furthermore, the agency is 
inclined to take a Don Ameche or 
other expensive show because 
there’s more commission in it.” 

He warned that unless radio 
networks, agencies and advertisers 
experiment more in radio and get 
away from star-studded, stereo- 
typed programs, other media, in- 
creasingly able to handle more 
advertising, will attract the ad- 
vertisers’ dollars. Mr. Tovrov said 
that, of 225 writers guild members 
here, more than 100 have written 
for radio more than five. years. 
Guild writers now produce scripts 
for 25 local and 24 national pro 
grams, he revealed. 

Members of the Radio Manage- 
ment Club agreed at the meetii g 
to take steps to present the figures 
| on talent to advertisers and age '- 
cies here, and to plan a public ‘y 
campaign to disprove the notio: — 
stimulated chiefly by trade pub- 
lications, they said—that Chicago's 
loss of net originations has eft 
the city a radio ghost town. 


Forms Mexico Subsidicry 

Willys - Overland de Mexi- °, 
S. A., has been established to 
handle Willys-Overland sales c's 
tribution in Mexico, with Mark & 
Dull Jr., former company rep-e- 
sentative in Mexico, as manag 8 
director. 


Milprint Appoints Voss 
William Ralph Voss has bs 
appointed manager of the bake" 
division of Milprint, Inc., Milw 
kee. 


and assist in bakery merchand 5 
ing and promotional campaigns. 


He will consult and adv:se 
on all types of bakery packag! if 
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ARRANGE EXPANSION—Plans for Popular Mechanics’ new Spanish-language 

edition were discussed by this foursome (left to right): Wm. Harrison Fetridge, 

vice-president of Popular Mechanics; Samuel Melo Jr., general manager, and 

Rafael Reynoso, technical director, of Mecanica Popular, the new edition; and 
Paul Dunakin, vice-president, Popular Mechanics. 


Gets Shoe Account 


Hoefer, Dieterich & Brown, San: 
Francisco, has been named to 
handle the advertising of Kushins’, 
Inc., San Francisco, maker of 
men’s work and_ sport’ shoes. 
Business papers, radio and direct 
mail will be used. 


| Joins ‘Parts Jobber’ | 


, Norman A. Koetke has resigned 
las assistant executive secretary of | 
| the National Electronic Distribu- 
‘tors Association to become vice- | 
| president and general manager of 
Parts Jobber, Chicago. 


Names Cayton Agency 

Home Gas Maker ote 
New York, manufacturer of the | 
Lyon home gas maker, has ap-| 
pointed Cayton, Inc., New York, to | 
handle national consumer and 
dealer campaigns. 


43 


Over 35,000 circulation, in- 

cluding 24,000 league and art 

city association officials. The only 

magazine with 100% coverage of 

5394 certified Bowling establishments. 
Bowling market, wide open 
after four war years, produces 

$291,000,000 annually — three 

times as much as pro baseball. 

ss Write for our latest rate card today. 


THE BOWLER’S Ll 


Official Publication of 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


‘Pop Mechanics’ | 
Spanish Edition 
to Start in May 


Cuicaco—P opular Mechanics 
plans to introduce its second for- 
eign edition, a Spanish-language 
Mecanica Popular, with the May 
issue, H. H. Windsor Jr., publisher, 
revealed last week. 

The new edition will be pub- 
lished in Mexico City for distribu- 
tion wherever Spanish is spoken. 
Principal distribution will be in 
Central and South America. 

Advertising rates for a black- 
and-white page in Mecanica Popu- 
lar have been set at $300, with an | 
initial circulation guarantee of | 
50,000 copies. The edition will be | 
published by Editorials Tecnica, 
Mexico City, new firm established | 
by Samuel Melo Jr., general man- | 
ager, and Rafael Reynoso, tech- | 
nical director of the publication. | 

The French edition of the pub- 
lication, Mecanique Populaire, was | 
established in Paris last June. Its | 
circulation has gone up from 
50,000 to 82,000, with the page | 
rate $236. 


Promotes New Typewriter 


Underwood Ltd., Toronto, is 
promoting the new postwar Under- 
wood typewriter in dailies, week- | 
end rotogravures, and business and 
financial papers. J. J. Gibbons 
Ltd., Toronto, is the agency. 


Lytton Buys Big Store 


Henry C. Lytton & Co., Chicago, 
has purchased the Big Store, Cin- 
cinnati, giving Lytton’s a total of | 
seven outlets, with an _ eighth’! 
planned for next July. 


Stackpole Joins WEEI 


Constance D. Stackpole, for the 
past seven years owner and direc- | 
tor of the New England Cupboard 
program heard over Station 
WNAC., has joined the sales staff 
of Station WEEI, Boston. 


THe KEY To 
a 


MAIL 
PROMOTION 


? Se. Dearborn St. Chicene } 


This advertisement, appearing also in 
FORTUNE Magazine for April, is one of aFORTUNE series published . 
én the interest of Radio Stations represented by John Blair & Company. 


Offices in Chicago » New York + Detroit + St. Louis + Los Angeles - San Francisco 


aplenty to Studebaker advertising. Here’s the proof: Week 


famous “postwar Car.’ 


Spot Broadcasting gives Studebaker the flexibility that makes 


@ Locally Produced Spot Radio Programs add power 


after week Studebaker has used local talent news broad- 
casts to sell used cars, Studebaker service and the 

’ They've watched the enthusiasm of dealers 
in every market. They've carefully checked costs against 
nation-wide results. And then they've continued this 
successful medium year after year. 


dollars travel farther. The choice of 5-, 10-, or 15-minute 
programs matches budgets to markets precisely. 

And effectiveness is increased through free choice of 
stations and times with pre-tested audiences. 

Let your John Blair man show how this mod- 

ern medium can work for you. His radio and mer- 
chandising experience are yours for the asking. 


€& COMPANY : 


REPRESERTING LEADING RADIO. STATIONS 
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Syracuse U. Offers Reese: 3 
; ; i ™ 7 i ? x a x 
Public Relations M.A. IDAHO POTATOES Cee¢gigg ¢ 3 
The School of Journalism at PRR AHRHA HD D 
Syracuse University has_ estab- 
M lished a special graduate curricu- 
lum leading to the master of arts NUMBER 40,000 CARS 
et Are dis degree for students interested in OF ca A] 7 
advanced preparation for public | CARS 35,000 CARS a 
ae he “relations. Graduate students will SHIPPED Lt 
i rta nf be admitted to the curriculum in 30,000 CARS — 
mpo od public relations beginning next (USOA STATISTICS) 
September. — 
—_ t to a good The curriculum requires a tota 
1 GN G8. a SEpeE  6 of 12 credit hours in research $35,000,000 —~ 
advertising program as water, food and methods, public opinion, social sta- INCOME tknadieane 
’ tistics and the seminar in public J 
heat ere to the human body? Se don't relations. The seminar and a basic | RECEIVED $25,000 
“sluff off’ your mat business as a small course in public relations —_ ey 100,000 
P . . i isite to it taught 
detail but give it the thought and con- oe’ Geuaies @. Miller. ssptdintd plait $20,000,000 7 
sideration it deserves. —_————— $15,000,000 / 
* Call in a Progressive man now—today Geigy Starts Drive $10,000,000 / 
—have him analyze your mat program Geigy Company, New York, has | (USDA STATISTICS) — / 
ores so how you can have good scheduled an extensive campaign | j— 
.  vertanregerne ted P ie for its Gesarol and Neocid DDT | 
. clear-cut newspaper reproduction in insecticides, using national and COST OF 8 MILLS ss 
2 your next campaign! | sectional magazines, newspapers, ADVERTISING Renal \ 
e spot radio, business papers, “show” | 6 MILLS WN 
publications, point - of - sale ma-_ PER DOLLAR eine. \ 
WABASH 1204 1 elle pe gM me med RECEIVED amis "oe — 
¢eeeeceonoeeses ealers also Wl es 
2 Ss tie-in advertising mats. Samuel | BY GROWER 2 MILLS }— 1939 a 
Croot Company, New York, is the | | 
agency. 
——_—_— WHY THE BUDGET WAS DOUBLED—Graphs like this one showing how Idaho 
Names Representative potato growers’ sales and revenues jumped greatly since a state advertising 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 


drive, based on a half-cent tax per bushel, began in 1939, has led the Idaho 


| Hospital Management, Chicago, legislature to raise the tax to one cent per bushel. 


'has appointed Farley & Crush, Pi 
Chicago, as its midwestern repre- | ; ; : i 
sentative. The firm was organized | long experience in the business Idaho Potato, 
by J. U. Farley and Edward | publishing field. Their offices are 


Crush, both of whom have had | at 120 S. LaSalle St. Onion Ad Budget 
Doubled by Tax 


BorsE—Advertising of Idaho po- 
tatoes this year will be doubled 
| following action by the state legis- 
| lature increasing the tax on po- 
tatoes and onions for advertising 
and research purposes. 

An act of 1937, providing for a 
tax of one half cent per hundred- 
| weight on potatoes and onions, has 
been amended to raise the tax to 
Th one cent. About $160,000 is ex- 

4 pected to be collected at the new 
rate this year. 

The legislature acted after pres- 
entation of data showing that the 
cost to growers since the promo- 
tion began in 1939 has declined 
from one cent per dollar of income 
to less than two mills. Funds 
available last year permitted use 
of newspapers in 48 markets, and 
new markets will be added to the 
1947 drive. Restaurant and groc- 
ery trade publications have also 
been used, and the Idaho Adver- 
| tising Commission distributes more 
|than 250,000 display pieces an- 
nually. 

Relatively small amounts wil 

: be appropriated to improve grow- 
th © A p p O 1 n t m e nN t ing, harvesting and marketin: 
practices. Better grading and 

| packing methods will be studied. 

The advertising has been han- 
dled jointly since its inception b» 

Botsford, Constantine and Gard- 
of | ner, Portland, Ore., and Cline Ad 
| vertising Service, Boise. 


Buffalo Courier - Express 


Announces 


Issues Employe Booklet 


Ansco division of General An 
line & Film Corporation, Bin: 


bh S | M k r & Co |} hamton, N. Y., has issued “You 
~ > | Pay at Ansco,” first of a series 
Os Ol Nn , CO aro 9 ee € booklets to be sent to its employ 
to encourage better understandi! 
of company operations and tl: 
| jobs of fellow workers. 

™ Stinaihaaanteta 
as | 
Form Southern Surveys 


Southern Surveys, Inc., has be 
formed at 810-811 Realty buildi: 
NV, . | R : t t . ve S Louisville, to handle market ana! 
| *f Sis, radio and public opinion px 
4 ation a epl esen a l . in the Louisville trade area ! 
national and local organizatio! 
L. A. Cassidy is field director a) 
Jewel J. Duncan is producti 
manager. 


Joins Mitchell-Faust 


Russ Cunningham, formerly « 
the editorial staff of Prairie Far 
mer and in the advertising agen: 
business, has joined the far 

service staff of Mitchell-Faust Ax 
ee vertising Company, Chicago. 


Adve! 


& 


Ann 
‘ompi 
7 ye 
vany’s 
he nt 
n 194 
ime \ 
andle 
reekl 
1 19 
45 in 
hich 
* onl 


The 
ine G 
innat 
ciatl 
It’s b 
refer 
ductio 
Ruthrs 
in Cin 
cies uj 
cision 
presid 
Europ 


The 
contro 
Allegh 
some ] 
pling | 
day, a. 
being 
Williai 
and ( 
Louis 
will bi 
name | 

Get 


Pare 
chure 
stir uf 
by Lio 
ern m 
title, 
zines, 
well | 
thesis 
magaz 
awkwi 
magaz 
nor ar 
day su 
cial ar 
“syndi 
make 
clear, 


The 
Aviati 
Railro 
“You's 
way,” 
lic fu 
constr 
even 
to “Th 


Part 
Field 
month 
part 
verst 

the 
expan 
esult 
the C 


gO. 


Whi 
bbe 
sady 
ny 

lief 
d 1 
iddi 


You 
stle 
rs 


unc 


app 
mnt 
cil 


ly 


TE 
| | 
el | 
ee 
, | || : 
es |: 


945.'4 


4 
T 


CCIE | 


Idaho 
rtising 


Idaho 


jet 
K 


ho po- 
oubled 
> legis- 
on po- 
rtising 


y for a 
ndred- 
ns, has 
tax to 
is ex- 
le new 


r pres- 
nat the 
promo- 
eclined 
income 
‘unds 
ed use 
ts, and 

to the 
1 groc- 
ye also 
Adver- 
2s more 
es an- 


ts wil 
. grow- 
rketin: 
g< and 
idied. 
n han- 
tion by 
Gard- 
ne Ad 


let 


al An 
Bin: 
“You 
Pries 
nploy 
tandi: 
nd t! 


>ys 

as be 
uildi 
> ana! 
ym pe 
rea | 
zatio! 
tor a! 
ducti 


& : 

Annual statements of the Kroger 
‘ompany, Cincinnati, for the past 
7 years show that as the com- 
vany’s dollar volume has increased, 
he number of stores has dropped. 
n 1946 the company’s dollar vol- 
ime was $567,487,547, which was 
andled by 2,611 stores with a 
reekly average of $4,014 in sales. 
1 1930, Kroger tallied $267,094,- 
45 in sales through 5,165 stores, 
hich had average weekly sales 
‘only $954. 

There is strong likelihood that 
tne Gruen Watch Company, Cin- 

innati, may end its ll-year as- 

ciation with McCann - Erickson. 
i's believed that Gruen would 
refer to have an agency with pro- 
duction facilities in Cincinnati. 
Ruthrauff & Ryan, with an office 
in Cincinnati, is one of the agen- 
cies up for consideration. No de- 
cision is likely until B. S. Katz, 
president of Gruen, returns from 
Europe. - 

a tk * 

The Chesapeake & Ohio Railway, 
controlled by Robert R. Young’s 
Alleghany Corporation, is making 
some progress in its railway sam- 
pling plan for youngsters. Three- 
day, all-expense trips, for $10, are 
being offered between Washington, 
Williamsburg and Richmond, Va., 
and Cleveland, Cincinnati, St. 
Louis and Detroit. The youngsters 
will be organized into clubs. The 
name of the clubs will be Can Do. 

Get it? CandO. 


Parade will shortly mail a bro- 
chure to admen which is sure to 
stir up some excitement. Written 
by Lionel B. Moses, v.p. and west- 
ern manager, the brochure’s very 
title, “Syndicated Sunday Maga- 
zines, An Appraisal,” won’t sit 
well in some quarters. Moses’ 
thesis is that “syndicated Sunday 
magazines,” which he admits is an 
awkward title, are not national 
magazines in the ordinary sense, 
nor are they newspapers or Sun- 
day supplements. They’re a spe- 
cial animal that has to be called a 
“syndicated Sunday magazine” to 
make their function and value 
clear, he says. 


The Feb. 15 issue of American 
Aviation takes the Boston & Maine 
Railroad apart for its recent ad, 
“You’ve Been Working on the Run- 
way,” an attack on the use of pub- 
lic funds for commercial airport 
‘onstruction and maintenance. It 
even changes the railroad’s name 
to “The Bunkum and Maniac.” 


Part of the planned Marshall 
Field & Co. expansion, still many 
months away, will include a music 

partment that will probably 

‘ershadow anything of its kind 

the Chicago area. The music 
expansion plans came partially as 
sult of the store’s purchase of 
the Cable Piano Company, Chi- 


20. 

While prices on more staple 
bber items will remain fairly 
‘ady, at least one rubber com- 


ny executive has expressed the 
lief that prices of rubber toys 
1 novelties will shortly begin 
idding downward. 


You'll hear more shortly about 
stle’s Crunch, one of the candy 


rs which was a war casualty. 
unch has a neat new pack, will 
appear on candy stands this 
mth. Promotion plans—through 
‘cil & Presbrey—are set, waiting 
ly for the sugar situation to be 
ttled. 

In their selection of the out- 
inding ‘‘man of industry” of 
46, the New York Financial 


RRL RG 
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er 
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Bi 


Writers Association is reported 
to be voting predominantly for 
Robert R. Young, railroad man; 


Henry Ford II, and Paul G. Hoff- 
man of Studebaker Corporation 
and CED—although perhaps not 
in that precise order. 

American Can Company was to 
have Keglined cans back with the 
brewers by the end of February 
and to consumers early in March. 
But due to continuing shortage 
of tin plate, the company plans 
no special consumer advertising 
on beer or other types of cans at 
this time. Young & Rubicam is 
the agency. Continental Can 
(BBDO) faces a similar problem 
with Cap-Sealed beer cans. 


* st 


A three-year, $100,000 study 
project launched at the University 
of Chicago recently, ‘“‘to determine 
the conditions of a free market 


economy,” has started by tackling 
this tough one: Should corporate 
law be changed to require that 
directors personally own a sub- 
stantial part of the stock, say 5% 
each? Aim here is to bring own- 
ership closer to management. The 
study is financed by the William 
Volker Charities of Kansas City, 
Mo. 


-Lentheric Launches 


Campaign in Magazines 

Lentheric, Inc., New York, plans 
to launch an extensive campaign 
in national magazines to promote 
Lentheric perfumes, cosmetics, 
bouquets and men’s | toiletries. 
Four-color and _ black-and-white 
insertions, ranging from full to 
quarter pages, are scheduled in 
Esquire, Glamour, Harper’s Bazaar, 
Mademoiselle, Playbill, Script, 
Seventeen, Social Spectator, The 
New Yorker, Town & Country and 
Vogue. Business papers also will 
be used. 

Perfume and bouquet advertis- 
ing will feature in photographs 
and drawings Lentheric’s Dark 
Brilliance, Anticipation, Miracle, 


Confetti, Shanghai and Tweed 
fragrances. Cosmetic copy will 
highlight a new lipstick, compacts, 
face powders and creams. Men’s 
toiletries advertising will present 
“grooming essentials” photo- 
graphed against famous English 
sporting prints. Geyer, Newell & 
Ganger, New York, is the agency. 


Beaity and Oliver Leave 
Rickard, Form Agency 


Robert S. Beatty and Anton M. 
Oliver have resigned as account 
exeeutives with Rickard & Co., 
New York, to form Beatty & 
Oliver, Inc., with offices to be an- 
nounced. 

Mr. Oliver was formerly with 
McGraw-Hill Publishing Com- 
pany, and Mr. Beatty, who served 
in the Navy during the war, was 
previously with Newell-Emmett 
Company. 


Koppers Names Martin 

Peter V. Martin has been ap- 
pointed sales manager of the 
metallurgical department of the 
engineering and construction di- 
vision of Koppers Company, Pitts- 
burgh. 


45 
Matco Plans Aerosol Ads 


Matco Products, Jersey City, 
getting ready for the summer in- 
secticide season, will promote 
Matco Midget Aerosol via 300-line 
newspaper copy in approximately 
30 cities, based on the theme, “No 
waste — For one room — Use one 
bomb.” Business paper copy, be- 
ginning in March, will feature new 
fair trade prices and a ‘“no-valve 
break off tip.” Deutsch & Shea, 
New York, is the agency. 


in CIRCULATION 
in ADVERTISING 


in LEADERSHIP 


when today’s buyer 


Ae 
th 
a 


ab ry! = ~ ee ‘ 1) 
: a A 
¥ we . 
. nag & é 
ts Iii F 4 
= 4 
. a 


U 4 


ae 


discriminative. 


through the conventional methods. 


training program today? 


becomes tomorrow's shopper 
eee SELL HIM THROUGH SONO-VISION 


In many lines scarcities still prevail. The prospective 
purchaser is a ready buyer when he can secure deliveries. 


He has no opportunity to be either particular nor 


That is a condition whose end already is in sight. 
Soon—next month, next quarter, next season—the buyer 
will become a shopper. He will have to be sold. 

There is no more informative, convincing, persuasive 
method than the proper application of sound motion 
pictures. And there is no simpler, more adaptable way 
to use them than projection by means of Mills Sono-Vision. 


Its unique features permit applications not possible 


For example, Sono-Vision can employ the drama of 
sound movies in dealer display rooms, in office lobbies, 
in store windows. It makes a sales promotional show 
room of transportation terminals, department stores, 
everywhere people gather, work, or play. 

These uses are possible because Sono-Vision requires 
no darkened room, no operator in constant attendance, 
no time-consuming set-up chores. Why not investigate 


the practicability of Sono-Vision in your sales and 


Sono-Vivion 


FOR MOTION PICTURE PROJECTION 


MILLS INDUSTRIES, Incorporated - Office & Display Room: 2212 Merchandise Mart + Dept. 311D + Chicago 54, Illinois 
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46 
WANTED 
Industrial Advertising Salesman 
To Live in New York or Boston 
Successful, rapidly growing industrial 


magazine is interested in an adver- 
tising salesman who is experienced 
enough to know the fundamentals of 
industrial magazine advertising, yet 


young enough to learn new ideas. HELP WANTED 


Thursday noon, 11 days preceding 
per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display. 


RATES: 60c per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 


25 letters and spaces per line; light body face 34 per line. Box numbers add two lines. Copy deadline 


date. Display classified advertisements take card rate of $9 


HELP WANTED 


If you already “know all the an- 


ADVERTISING & PUBLISHING 
swers”, don’t write. But if you expect 


ALL TYPES OF POSITIONS 


to work . . if you expect to “earn” Placements anywhere in the 
\ United States 
good money . . . tell us about your- GEORGE WILLIAMS,—Personnel 


self. We want a man who can still 
learn a lot . . . and earn a lot. Be 
sure to give details of education, bus- 
iness experience, age, personal situa- 
tion, etc. Indicate in what price 
bracket you place yourself. No inter- 
views granted without above informa- 


200 S. State St., Har. 


Advtz. & Promotion 
Must be thoroughly familiar with 
national bottling franchise set-up. 
Excellent opportunity. 
Box 8776, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
FRED J. MASTERSON 


2063, Chicago 
Man Wanted 


. . Advertising & Publishing 
tion. Write— Personnel 
Placements of all types with leading 
BOX 6657, ADVERTISING AGE organizations 


100 E. Ohio St., Chicago 11, 185 


~~ EDITOR—Must be under 42— 


Wanted for long established and 
well-known trade magazine, pub- 
lished in New York. Must be thor- 


Copywriter who wants to "Go places”. oughly experienced in makeup, lay- 


° ° out, writing, digging up feature 
Opportunity to develop increased || <tories etc. Excellent opportunity 
earnings, future security as account || for right man. Good future. Knowl- 


work; 
dustry-wide 


salary desired, 


| HOME ECONOMIST FOR CHICAGO 


PUBLIC RELATIONS FIRM 
to do newspaper, magazine, radio 
copy; food photography; contact 


occasional travelling for in- 
accounts. Should have 


Home Economics and Journalism 
background. Age under 30 preferred. 
Excellent future. 35 hour week. 


Write full qualifications, references, 
date available. 

Box 8804, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


N. Wabash Ave., Chicago 


“home-type" city, pleasant working Must Not Be Over 40 


first letter. Enclose picture and repre- || ‘"Y., Excellent opportunity, 


executive with one of midwest's most edge of radio and appliance industry 
° " " dvertisi can help clinch this swell position. 
ee oe a ee Box 8801, ADVERTISING AGE 
agencies. National accounts, well- || 330 W. 42nd St., New York 18, N. Y. 
organized operation. Attractive ADVERTISING MANAGER 


eg: . Wanted for long established and 
conditions. Must be natural, versatile well known trade paper in New 
writer, sound thinker, reliable worker || york. Must have experience selling 


with proven ability. Sell yourself in borg to Radio and Appliance ate. 


* open, 
sentative samples. Box 8802, ADVERTISING AGE 
330 WW. 42nd St.; New York 18, N. Y. 


BOX 6651, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Ill. 


struction industry, with 


| ground. 

| Box 8803, 
For 35-man Washington, D. C. agency. 100 E. 
Thoroughly experienced in all production 
phases of direct mail and publication ad- 


ADVERTISING AGE 
Ohio St., Chicago 11, Ill. 


National trade association in con- 
headquar- 


ters in Chicago, wants young man 
as pubic reations assistant. Age 21 
F | to 30. School of journalism graduate 
with newspaper -. experience pre- 
WANTED! AGENCY | ferred. $250 per month to start. 
| Good opportunity for advancement. | 
PRODUCTION MGR. Write giving full 


details on back- | 


WANTED ASSISTANT TO 


vertising, estimating and buying printing, | MEDIA DIRECTOR 

paper, plates, composition, etc. Business | ’ - = wha *hicage adver- 
man enough to respect a budget. Please by ws 1 Hs a — ~ lhe iv oe i 
write at once State experience, refer- tising agency. Mus t be _ expe ‘ie ne ed 
ences, salary requirements. Your _ confi- in space and time buying. 7 his. 18 | 
dence respected. lan excellent opportunity. Please give | 


; your qualifications and references | 
W. F. Sigmund (Personal) fully by letter. 
Henry J. Kaufman & Associates Box 8799. ADVERTISING AGE 
Homer Bldg., Washington 5, D. C. | 100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING AND PUBLIC RELATIONS 
EXECUTIVE 
AVAILABLE TO ADVERTISER OR AGENCY 


A well grounded and experienced advertising manager wishes to 
improve his position by joining an advertising agency or heading 
the advertising and sales promotion department of a progressive 
and ambitious manufacturer. 


The chief reason is that his present connection, although with a 
nationally known $30,000,000 volume Chicago manufacturer, does 
not allow sufficient scope for a broader advertising and merchan- 
dising program. 


His experience and accomplishments qualify him for a position 
of unusual responsibility: 


1. Two important Advertising and Sales Promo- 


tion with national advertisers of 


consumer goods sold in department and specialty 


managerships 


store fields. 


1A advertising agency 
distributor 


2. Five years with large 


where client, dealer and contacts in 
electrical appliance, food and drug fields furnished 
invaluable experience in major league merchandis- 
ing, promotion and cooperative advertising of con- 


sumer products. 


3. Gained the “know how” of merchandising and 
successful mail order techniques from four years 
with Chicago’s largest mail order and retail opera- 


tion. 


4. Also has made 
tice many phases of public relations, publicity of 


a careful study and put to prae- 


showmanship methods in national 
the Has had 


experience in selling management not only to the 


products by 


magazines, radio and press. wide 


general public but to its employees and their labor 


organizations. 


Will be pleased to submit complete resume in exchange for out- 
line of duties and responsibilities of position. Interested only in 


Chicago, Milwaukee or nearby vicinity location. 


Box 6660, Advertising Age 


100 East Ohio Street, Chicago, Ilinois 


FOLOOOSOO0OO8S0OOO6906 980099099 OOSHSOOOOOOOOOOOOS 


ASSISTANT TO MANAGER 
New mag. Must have small-newsp. 
or t.p. edit. and/or adv. prom, exp. 
or be better than aver. steno & 
eager to learn. Brief it. 

Box 8798, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


PROOFREADER 


Experienced, to work in Production 
Department of national advertising 
agency. 5-Day week. 
rience desirable. Starting 
$200.00 month. Call 
Superior 6500. 


ADVERTISING ASSISTANT 
Unusual opportunity for man 25 to 
35 in fast growing factory 40 miles 
from Chicago. Must be able to plan 
and write distributor, dealer and 
consumer promotion. Knowledge of 
merchandising essential, preferably 
in radio or appliances. If you can 
write copy that sings, handle re- 
sponsibility and keep your feet on 
the ground, write full particulars, 
including salary wanted, to: 

Box 8792, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Writer of sales literature, including 
Manuals and descriptive books. Must 
be free to travel occasionally. Give 
full record of experience and income, 
30x 8805, ADVERTISING AGE 
330 W. New York 18, N. Y. 


i salary, 
Miss Corbett, 


42nd_ St. 


POSI!I IONS” WANTED 


WHAT’LL I DO ON A 
RAINY “DAY” IN RIO? 


Account executive with Chicago 
agency, leaving March 22nd for Rio 
de Janeiro. Idea gal with flair for | 


copy, excellent advertising and pub- 
licity backeround, wants a 
nent position there, 
senor! 
sox 8766, ADVERTISING eu 
100 E. Ohio St., ¢ ‘hic ago 11, Il 


ART DIREC ‘TOR 
with experience to 
ads—with layout 


pronto, please, 


A man 


produce 
modern 


ideas that 


‘omvuine beauty and “salespunch.,.” 
| The stuff you like to sell—your 
clients want to buy. 


ADVERTISING AGE 
Ohio St., Chicago Ty Pp oe 


Box 8800, 
100 E. 


EDITORIAL, PUBLICITY, or Public 


telations asst. 6 
and asst. to 


yrs. exp. as editor 
publicity director 
world’s largest merchandiser. Ex- 
Service. After 6 pm, BIT. 7982. 
Box 8794, ADVERTISING AGE 
100 E. Ohio St., ¢ ‘hie ago 11, Ill. 


COPYWRITER 
agency exp. on diversified 
accts. Consumer, industrial, trade. 
Seeks more promising connection. 
Chicago only. 

Box 8796, ADVERTISING AGE 

100 E. Ohio St., C thicago 11. Til. 


“WHEN YoU GOTTA GRow— 
you gotta grow!” Ad man, 37, has 
bumped head on ceiling of present 
post. 5 years retail, 8 years with 
manufacturer. Know advertising and 
sales promotion and where 
they fit into rest of 


4 yrs. 


picture. Wife, 


2 children—so I want long-term 
proposition where employer and I} 
can prosper and grow together. 


Box 8806, 
100 E. 


ADVERTISING 
Ohio St., 


AGE 
Chicago 11, Ill. 


| ful 


Agency expe- | 


| copy, 


perma- | 


| representation worthwhile to 


| territory. 


1330 W. 


}all 


and how | 


__ POSITIONS WANTED 
POSITION IN 


EXECUTIVE 


WATER TRANSPORTATION ADVT. 
—By 
yr. record 


adv. manager with excellent 7 
on daily paper 
competitive field. Creative 
proficient at layouts, copy, 

Present earnings $7500.00. 
Steamship background: 4 yrs. sea 
service (purser), 2 yrs, “‘shoresides.”’ 
Coll. grad., 34, married. 

Box 8807, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
CREATIVE COPYWRITER 
Are you looking for an exp. person, 
capable of turning out clear, force- 
copy, possessing 
not afraid to work? Interested in 
making permanent Chicago connec- 
tion writing agency or radio copy, 
opp’ty for wider exp. desired. 1 yr. 
with 4-A Agency pounding out con- 
sumer and dealer copy. Also 2% yrs. 
mail order experience and 1% yrs. 
retail experience. Type own copy. 
Bachelor degree. Age 25. Female. 
Box 8808, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR-ARTIST 


ecire.) in 
thinker, 
planning. 


20 yrs. with Chicago and N, Y. agen- | 
with | } 


cies on major accounts, 3 
a N. Y. Ind. Designing 
self starter with 
hensive layouts 
Can do finished 
Box 8795, 
100 EF. 


yrs, 
Studio. A! 
roughs & compre- 
that smack of °’47. 
art. 
ADVERTISING AGE 
Ohio St., ¢ shicago ie a 


PROMOTION-PUBLICITY MAN 


Expert at institutional 
top news releases, 
campaign ideas, 
promotion megr., Chgo. 
now college publicity dir. 32, 
ried. B.S. $4800 minimum. 
Box 8797, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill, 
~ REPRE SENTA TIVE 1s Ww ANTEI D 
| Nati itional ABC trade 
Oklahoma-Texas advertising repre- 
sentation. Limited possibilities de- 
mand rep. now handling other papers. 
Box 8740, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
Publisher's _ Representative Wanted: 
Represent four regional and nation- 
al farm consumer and trade maga- 
zines in mid-west area. Present 
commissions make this exclusive 
young 


writing: 
brochures, 
editing. Asst. 
paper 3 yrs., 


paper desires 


| man with good agency and client 
contacts. Write complete experi- 
ence to Roy H. Park, Inc., Ithaca, 
New _York, 


“RE PRESENTA’ NTATIVES | AV “AIL. ABL E 
PU BLISHER’S “REPRESENTATIV E 
Successful record in entire Eastern 
Open for representation 
of few trade, industrial or consumer 
magazines. Have centrally located 
New York office and am well-known 
among advertisers and agencies. 
Record will stand closest investiga- 
tion. 

Box 8793, 
330 W. 


ADVERTISING AGE 
York 18, N. Y. 


_42nd_ St., New 
MISCELLANE ous —~™S 


Growing Agency, general 
top-notch art staff offers 
and prod’n facilities to free 
ad man or acct. executive. 
Box 8777, ADVERTISING AGE 
42nd St., New York 18, N. Y. 


ABBOTT TRANSLATIONS | 
teliable translations of advert. 
ter. Exper. native translators for 
languages. 109 N. Dearborn St., 
Chie ago 2, Tl. DEArborn 6083. 


Young 
accts., 
space 
lance 


mat- 


AD COU RSES too crowded to admit | 


you? Learn production 
book, “Advertising 
art and 
ee 
trated, 
or M.O, 
Box 


from new 
Production”, by 
reproduction director of 
Times. Thorough, 
good buy for $4. 
to Berkshire 
188, Jackson 


Agency, 


Heights, N. zs 


Appoints Lindsay Agency 

The Whitney School of Art, New 
Haven, Conn., has appointed Lind- 
say Advertising Agency, New 
Haven, to handle its advertising. 
Newspapers, trade publications, 
class consumer magazines and di- 
rect mail will be used. 


Filmack Names Chambers 


Don Chambers, associated with 
Paramount Theaters’ affiliates for 
a number of years, has been named 
advertising and publicity director 
of Filmack Corporation, Chicago. 


Cincinnati publishing company, 
celebrating its fiftieth anniver- 
sary, wishes to expand its activi- 
ties and scope. Interested in 
purchasing trade or class paper 
located in middle west, and 
which can be operated from 
Cincinnati. Will consider any 
established publishing  enter- 
prise. 


Box 6663, Advertising Age 
100 E. Ohio St., Chicago II, 


Illinois 


Names Hazard Agency 


Noranda Copper & Brass Com- 
pany, Montreal, a new company 
formed by Noranda Mines Ltd. 
and the Bridgeport Brass Com- 
pany for the purpose of manufac- 
turing and selling copper and 
brass products, has named Hazard 
Advertising Company, New York, 
to handle its advertising. Canadian 
newspapers, business papers and 
direct mail will be used. 


Issues Series Report 


The Philadelphia Direct Mail 
Club has issued a 64-page report 
on the second annual ‘How-to- 
do-it Course in Direct Mail” lec- 
ture series it sponsored last fall. 
The booklet includes seven lec- 
tures on direct mail use, by lead- 
ers in the field. A limited number 
of copies, at $1.50 each, is avail- 
able. 
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(13,000 | 


initiative and | 


ad | 


mar- | 


— 


WANTED 


A REP who can 
CATCH FIRE 


SPORT magazine is on i 


way UP. In six issues it has do: 
bled its print order and net sa! 
A half million sport fans wh 
shave, drive, dress and drink hay 
already discovered it — more a 
about to. It’s published by one «/ 
the largest companies in the bus 
ness—with savvy and where-wit! 
all behind it. 


There is room on this expandin 
staff (in New York and Chicag: 
both) for one or maybe more me), 
who can catch fire—who can trans 
late reader enthusiasm into sales 
enthusiasm .. . and bring in some 
ads. These men will be in on the 
ground floor. They ought to be 
young — with their best earning 
years ahead of them. It'll help ij 
they get a bang out of baseball, 
football and other spectator sports. 
Let’s hear about you, where you've 
worked, for how long and for what 
—and why you thing you belong 
on this team. But do it quick... 
Letters only. 


GOING UP? 
Ad Mgr's Office 


SPORT 
205 East 42nd St., NYC 


INDUSTRIAL 
PUBLICATION 


Publication with larg- 
est circulation in its 
field has unusual op- 
portunity for space 
salesman. No second 
string prospects will 
be turned over, but 
an exclusive territory 
with top notch ac- 
counts. Salary and 
expenses. 


Box 6662 
Advertising Age 


well-illus- | 
Send check | 


| AM BEING PAID TOO 
MUCH 


for my job and its potentialities. 
| show the boss his folly, 
another connection. 


Before 
I'd like to make 


Your organization may need a man with 
better-than-average advertising judgment 
well grounded in the principles and rou 
tine operations of advertising. One whose 
greatest asset is his ability to work with 
and influence those around him. Adjusts 
wall to Stork Club atmosphere or the 
White Castle your dealer frequents. 


Several years’ practical experience in a! | 
letterpress details, as well as lithograph 
—knows how and when to use either. 

@ good merchandiser; has assisted mar 
agement (and agencies) in creating ar 
executing effective direct mail, deal: 
helps, billboard posters, and _ point-c 
purchase material. Am no artist but knc 
where to buy what's needed. 


Worked breweries and 
throughout the U. S. several years { 
large litho co. Have made money 
every firm I've been with—including d 
bling the revenue of my present one. 


Present salary $8,500; age, 40; fine fami 
Prefer the South but will consider a 


adv. agenc 


location or proposition paying off 
performance. 
Box 6659, ADVERTISING AGE 


100 E. Ohio Street, Chicago II, IIlin: 


Larson Named Sales Aid SALES PROMOTION MAN 


R. A. Larson, 
sales manager 


formerly division 
of the northwestern 
division, has been appointed as- 
sistant sales manager of the 
Stokely division of Stokely-Van 
Camp, Inc., with headquarters in 
Indianapolis. 


for nationally advertised confectione 
brands: able to create sales ideas fo 
salesmen, wholesalers, retailers, sale 
meetings, trade conventions. 
Box No. 6661 
ADVERTISING AGE 
100 E. Ohio Street, Chicago I!, Illino 
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Quonset Hutsin © 
Peacetime Garb | 
Bow as Homes 


Cuicaco—lIntroduction here of 
Stran-Steel Arch Rib homes, | 
laborated peacetime versions of | 
Juonset huts, by the Stran-Steel | 
livision of Great Lakes Steel | 
‘orporation, marks one of the first | 
ppearances of this new bid for) 

major portion of the low-cost | 
ousing market. 

Great Lakes Steel, which pro- 
uced more than 150,000 Quonset 
huts during the war, believes that 
through its Stran-Steel division, 


| 


it ean produce 10,000 of its arch- 
rib homes per month. To boost 
demand for such consumption, it 
is now erecting the homes through- 
out the United States. Promotion 
is limited to an exhibition at the 
homebuilders show here and 1,500- 
line copy in the Chicago Daily 
News and Tribune for five days 
each. 

The company expects to distrib- 
ute the homes through about 400 
dealers hationally, including lum- 
ber yards, automobile dealers and 
exclusive home dealers. Advertis- 
ing tentatively planned will be of 
a cooperative nature, although no 
definite schedules have been set. 

The new home only recently re- 
ceived FHA approval. The com- 
pany expects to meet housing de- 
mands in the $38-per-month class. 
In addition to the models being 
shown, it expects to offer about 
five other models which will range 
upward from $4,000 in price. 

Promotion for the new homes 
will be handled by Campbell- 
Ewald Company, Detroit. 


Lott Appoints Minor 


Don Minor has been appointed 
director of publicity for both the 
Hollywood and Santa Monica of- 
fices of Lott Advertising Agency. 
The agency has been named to 
direct the advertising of Ruby 
Lighting Corporation, Popcorn 
Equipment Company, Kayem 
Products Company, Borrego 
Springs Company and Dale Car- 
negie School, Los Angeles branch. 


Smith Joins Lumber Firm 


Warren Smith has resigned as 
public relations director of the 


National Retail Furniture Associa- | 


tion, Chicago, to become advertis- 


ing and public relations director | 
of the Georgia Hardwood Lumber | 


Company, Augusta. 


Appoints Lewis Jr. 

William H. Lewis Jr., formerly 
account executive of Dancer-Fitz- 
gerald-Sample, has joined Kastor, 
Farrell, Chesley & Clifford, New 
York, in an executive capacity. 


POSTER WINS KLEISER MEDAL—Rene Cowley and Victor Mall, of Lockwood- 

Shackelford, Los Angeles, agency for Haggarty's, women's specialty shop, hold 

the outdoor poster design that won the George W. Kleiser award in the second 

annual Exhibition of West Coast Advertising Art, sponsored by the Art Directors 
Club of Los Angeles. 


RCA to Extend 
New Video Sets 
to Los Angeles 


Los ANGELES—This area on 
| March 10 will become the ninth 
/in which RCA Victor has begun 
quantity distribution of its 1947 
| television receivers. They will be 
| the first to reach this area in sub- 
stantial numbers. 

The manufacturer has desig- 
nated the date as “T Day” for the 
introduction of the sets in the 
Los Angeles metropolitan area. 
Several carloads of the receivers, 
in two table models, will reach 
stores here during March, it was 
announced. 

RCA officials and the Leo J. 
Meyberg Company, distributor for 
this region, held a two-day series 


of dealer meetings at the Am- 
bassador Hotel last week to dis- 
play the receivers. Paramount 


Pictures’ Station KTLA aired spe- 
cial broadcasts for the occasion. 

RCA extended video set sales to 
St. Louis last month (AA, Feb. 
10), having previously introduced 
them in Detroit, Chicago, Wash- 
ington, Philadelphia, New York, 
Albany and Hartford. 


Stocker Names Southwell 


John T. Southwell, formerly 
with Batten, Barton, Durstine & 
Osborn and Young & Rubicam, 
has been appointed radio director 
of Glen R. Stocker & Associates, 
St. Louis. 


Two Join Polk 


James A. Rowe, sports writer, 
and Vern C. Olsen, formerly in the 
advertising department of Packard 
Motor Company, have joined the 


MECHANICAL | 


PRODUCTION MAN 
AVAILABLE 


Now employed as head of prod 


fectione 


ideas fo 
rs, sale 


|, Ilino 


but desirous of a connection with a more progressive company. 

More than 15 years’ experience in all phases of the graphic 
arts. Can efficiently buy and supervise printing in its various 
processes. Have a good appreciation of art and 
reproduction. Thorough knowledge of publication printing with 
the know-how of the right material to furnish for it. Fully 
acquainted with agency routine and practices. 


Will consider any worthwhile 
or manufacturer in Chicago or 


Married, two children, home owner. Good habits. Age 36. 


BOX 


ADVERTISING AGE 
100 EAST OHIO, STREET - 


AE a AED 7 
} 


uction in a reputable 4A agency, 


its proper 


offer from an advertising agency 


vicinity. 


6658 


CHICAGO, ILLINOIS 


creative-merchandising staff of the 
direct mail division of R. L. Polk 
& Co., Detroit. 
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testants are asked to write 35 
words or less on “I like Brylcreem 
because . .’ Newspapers from 
coast to coast and radio will be 
used to promote the contest, plus 
display cards, window strips and 
broadsides. 


Ad Distributors Form 
New Association 


The National Association of Ad- 
vertising Distributors, organized 
last month in Columbus, O., will 
have as its major purpose the de- 
velopment of a uniform high 
standard of service in all markets 
for house-to-house distribution of 
circulars, coupons, catalogs, 
| samples and other advertising lit- 
| erature. 
Howard Russell, Russell Dis- 
| tributing Company, Albany, was 
|elected president. Other officers 
| are Gerry Sklar, Michigan Adver- 
| tising Distributors, Detroit, first 
| vice-president; Ford Coleman, 
|Coleman Distributing Service, 


| Williamsport, Pa., second vice- 


Morgan Joins Silin 

Laurence W. Morgan, formerly 
with B. B. Chemical Company, 
Cambridge, Mass., has joined 
James A. Silin Company, Boston, 
as account executive. 


| president, 


| bus, secretary-treasurer. 


Brylcreem Opens Contest 

Brylcreem cream oil hair dress- 
ing, made by County Perfumery 
Company, Bloomfield, N. J., has 


launched its 1947 advertising cam- | 


paign with a $5,000 in cash prizes 
contest, which started March 1 


and will close March 31. The con-_ 


and W. A. Storing, | 
|W. A. Storing Company, Colum- 


Better—faster electrotyping service is now 
available through the PPR Molding Process by which 


electrotype molds are made of a rigid sheet of thermo- 


plastic (such as Vinylite). This “plastic” mold produces a finer 


printing plate. The PPR Molding Process was developed 


under the sponsorship of Printing Plates Research, Inc., at 


Battelle Memorial Institute. It is patented (U. S. Patent No. 


2,400,518) by Printing Plates Research, Inc., and licenses 


are available. A list of present licensees is given below. 


Benefits of the 


PPR Molding Electrotype Process... 


The PPR Process employs thermostatically controlled 
low heat and little pressure, as against the 
multiple-ton pressure used in other forms of molding. 


Faithful reproduction is insured... full depth of 
engravings, type and open areas. Process 
eliminates hard edges, duplicates true tone values, 
Precise color reproduction and tonal values of 
engravings are most accurately reproduced. 
Dimensional accuracy may be controlled. 

Greater flexibility in molding all kinds of subjects. 


Easier and faster to prepare material for electrotyping. 


You are invited to try Mgg@qeaarets ena eg te 


PPR Mold Electros are available at all the following electrotypers: 


* The Ace Electrotype Co., Cleveland, Ohio 

* The American Electrotype Co., Cleveland, Ohio 

The Art Electrotype Co., Cleveland, Ohio 
Barnum-Hayward Electrotype Co., Inc., New Haven Conn. 


* 


John Biessel Colk, St. Paul, Munn. 


* Bomac Electrotype Co., Ltd., Toronto, Ont. 
Bryan-Brandenburg Co., Los Angeles, Calif. 
California Electrotype & Stereotype Co., Los Angeles, Calif. 

* Capital City Printing Plate Co., Des Moines, Ia. 

Capper Publications, Topeka, Kansas. 

The Central Electrotype Co., Cleveland, Ohio 

Century Electrotype Co., Chicago, Ill. 

* The Conde Nast Publications, Greenwich, Conn. 


* 


* 


Crescent Engraving Co., Kalamazoo, 


* The Cresset Co., New York, N. Y. 


Cuneo Press, Chicago, III. 


* The Dayton Electrotype Co., Dayton, 


* The Dixie Electrotype Co., Nashville, Tenn. 

* A. R. Koehler Electrotype Co., Buffalo, N. Y. 
The McCall Corp., Dayton, O. 
M. & L. Typesetting Co., Chicago, IIl. 


A. E. Munyer Electrotype Co., Brooklyn, N. Y. 


* New England Electrotype Co., Inc., Boston, Mass. 

* Partridge & Anderson Company, Chicago, III. 

* Pontiac Engraving & Electrotype Co., Chicago, Ill. 
Progressive Electrotyping Co., St. Louis, Mo. 
The Progressive Farmer Co., Birmingham, Ala. 

* Rochester Electrotype & Engraving Co., Rochester, N. Y. 


* Sam Ross McElreath Co., Dallas, Texas 


Mich. 


St. Louis Electrotype Foundry Co., St. Louis, Mo. 
Toronto Star, Toronto, Ont. 


United Electrotype Co., Chicago 
* The Van-Bolt-Kreber Electrotype Co., Columbus, Ohio 


Ohio 


* Westcott & Thomson, Inc., Philadelphia, Pa. 


* Members Printing Plates Research, Inc. 


Printing Plates Research, Incorporated 


505 King Avenue” - 


Columbus, Ohio 
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Schedules Convention 


The fifteenth annual convention 
of the National Association of 
Photo - Lithographers has been 
scheduled for Oct. 22-25, 1947, at 
the Hotel Book-Cadillac, Detroit. 


To Bozell & Jacobs 


The Chicago office of Bozell & 
Jacobs has been named to direct 
the advertising of John Rissman & 
Son, Chicago, manufacturer of 
Windbreaker jackets. 


DIE 
CUTTING 


‘STEEL RULE DIES 


Write, wire or phone 


ADVANCE 
FINISHING COMPANY 


325 W. OHIO STREET 
CHICAGO 16, ILL. 
Delaware 5517-18 


McGraw-Hill and 
NIAA Set Up 
Chapter Award 


Cuicaco—James H. McGraw Jr., 
president of McGraw - Hill Pub- 
lishing Company, and W. Lane 
Witt, president of the National In- 
dustrial Advertisers Association, 
this week announced establish- 
ment of the “McGraw-Hill 
Award,” to be presented annually 
to the NIAA chapter which has 
made “the most valuable contribu- 
tion to the advancement of indus- 
trial advertising as a constructive 
force for economic and_ social 
progress.” 

The award, including $1,000 and 
a certificate, was made possible 
by a special McGraw-Hill grant. 
The 25 NIAA chapters in the U. S. 
and Canada will be eligible, and 
an award committee will be named 
each year to decide the winner. 

Full details will be announced 
when the award is formally estab- 


‘lished at NIAA’s silver anniversary 


conference in Milwaukee, June 
15-18. A booklet, now in prepara- 
tion, will explain McGraw-Hill’s 
purpose in creating the award, 
outlining the scope of activities to 
be considered, and setting up 
regulations governing its admin- 
istration. 

Mr. Witt, explaining that the 
NIAA board of directors had 
unanimously approved plans for 
the award, said it will be admin- 
istered entirely by NIAA, which 
will establish the standards and 
qualifications upon which it will 
be made. 


Bendix Promotes Dalton 


J. T. Dalton, manager of dis- 
tribution, has been appointed gen- 
eral sales manager for radio and 
television of Bendix Radio division 
of Bendix Aviation Corporation, 
Baltimore. 


Joins Father’s Agency 
Robert E. McCarthy, 
released from the 


has joined his 
L. F. McCarthy & Co., Cincinnati. 


recently | 
armed forces, 
father’s agency, 


Offers Scholarship 

The WTCN Radio Scholarship is 
again being offered to the 1947 
graduate of a Twin City high 
school, public or private, who 
shows unusual promise for the 
field of radio writing or broadcast- 
ing. The winner will receive a 
year’s tuition at the University of 
Minnesota or at any Minnesota 
liberal arts college. Entries must 
be submitted to the Minnesota 
Radio Council’s scholarship com- 
mittee, Minneapolis, by April 1, 
and the winner will be announced 
during the first week in June. 


Democrats Name Moore 


James M. Moore, formerly as- 
sociate editor and assistant to the 
general manager of the Democrat, 
Waterbury, Conn., has been 
named public relations director of 
the Democratic Party in Connecti- 
cut. 


Names Hutzler Agency 


Holiday Products Company, 
Dayton, maker of toys and novel- 
ties, has placed its advertising with 
Hutzler Advertising Agency, Day- 
ton. 


all business is local 


Vational advertising, did you say? Take 


a look at this nationally advertised universally used 


packaged food item. In one city, recent brand 


preference studies show, 18% of the 


families buy it. In another, 23%: 


in another 32%. 


e Why? Markets differ as people differ .. . 


in tastes, in reading habits, in buying habits. 


Only thing sure for certain is that every sale 


your advertising makes in any market is a local 


transaction... 


a local consumer buying from a local dealer. 


© That's why newspaper advertising is so responsive. 


With 51.000.000 daily circulation in the U. 


S. and Canada 


an all-time high—newspapers are the biggest 


mass medium, Yet they give you 


effective control... 


to concentrate youl 


bureau of advertising 


advertising where you want it 


when vou want it... to build sales at low cost. 


@ Every day we get more information about more things in 


the manv markets of this wide and varied country. 


Some of it is probably right down your alley. 


Why not ask us to tell you about it? 


HE OCIATION 
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Ad Costs Now 
10-30% Below 
Prewar: Johnson 


(Continued from Page 1) 


|creased prices. This means tl} 
| where the cost of reaching a fam 
has remained constant, the cost 
putting an ad before each milli 
dollars of real purchasing pow 
has dropped by over 20%. The 


|}are few industries that can shi 


this kind of bargain. 

Let’s look at the facts. In 194), 
income payments to individuals 
in the United States totalled $76.2 
billions. After deducting persona! 
taxes of $3.3 billions this left $72.9 
billions of disposable income whic); 
the families of America could use 
to buy goods and services or 
save. Since there were 34,939,000) 
families this meant that the aver- 
age disposable income per family 
was $2,086 in 1940. 

The 1947 level of total income is 
‘currently at a rate more than 
double the 1940 level. The latest 
figures as of December, 1946 wer« 
at the annual rate of $175 billion 
of income payments to individuals 
Deducting some $20 billion of per- 
sonal taxes leaves an estimated 
disposable income of $155 billion 
for 1947. The total United States 
families, as of January, 1947, are 
estimated at 38,575,000; dividing 
this into the $155 billion of dis- 
posable income indicates that the 
average family, in 1947, will have 
$4,018 of disposable income after 
taxes compared with $2,086 in 
1940. This is an increase of 93%. 
In the same period the consume! 
price index has increased only 
53%. If this correction is applied 
,to the 1947 disposable income it 
means that the real purchasing 
power per family in terms of 1940 
dollars will be $2,626 or 26% more 
than the $2,086 in 1940. The aver- 
age family, therefore, can afford to 


buy 26% more in physical goods 
and services than in 1940, afte 


taking full account of taxes and 
price increases, 


Illustrates With Magazines 


As one example of advertising 
costs, let’s take the three top gen- 
eral weeklies—Life, Saturday Eve- 


ning Post and Collier’s. The total 
guaranteed circulation of these 
three weeklies increased fron 


7,200,000 in 1940, to 11,700,000 i 
1947. The cost of a black and whit 
page increased from $20,200 t 
$32,725—the average cost per pag 
per thousand circulation dropped 
slightly from $2.81 in 1940 to $2.8' 
in 1947. 

Assuming only average incom 
per family for readers of these 
publications, the cost of exposin: 
a page black and white ad t 
families with a million dollars 0 
disposable income is 70 cents i! 
1947 compared to $1.35 in 1940 
a decline in cost of 48%. In tern 
of real purchasing power reach¢ 
after correction for price chang 
the cost of one page per milli 
dollars of real purchasing pow 
dropped from $1.35 in 1940 to $1. 
in 1947, or a decrease of 21%. A - 
tually, of course, the average pu - 
chasing power of families readi 2 
the general weeklies in either 19 
or 1947 would have been hig}! 
than the average for all famili 
but the relationship between 19 
and 1947 would not be greatly d 
ferent than shown in the examp 


Another Example 


Using women’s service mag 
zines as a further example, it ci 
be shown that the average cost p 
page (B&W) per 1,000 circulati 
for four leading women’s mag 
zines dropped from $3.02 in 19 
to $2.69 in 1947, or a decrease 
11% in the average cost of reac! 
ng a family. The cost per milli 
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Typical Changes in Advertising Rates—Magazines 


(July 1947 versus July 1940) 


Cost Per Page 


Black & White Per 1,000 
Guaranteed Circulation Page Rate Circulation 
General Weeklies 1940 1947 1940 1947 1940 1947 
aie Peed hs ea 2h 2,000,000 5,200,000 $ 5,700 $15,225 $2.85 $2.93 
Saturday Evening Post.2,700,000 3,800,000 8,000 10,500 2.96 2.76 
Sy ee 2,500,000 2,700,000 6,500 7,000 2.60 2.59 
cmon, 
| Total 3 Weeklies....... 7,200,000 11,700,000 $20,200 $32,725 $2.81 $2.80 
Women’s Service Magazines 
Ladies’ Home Journal. 2,800,000 4,500,000 $ 8,500 $12,000 $3.04 $2.67 
a A 2,600,000 3,280,000 7,800 8,200 3.00 2.50 
Woman’s Home 
Companion ........ 2,800,000 2,800,000 8,550 8,550 3.05 3.05 
Good Housekeeping 2,100,000 2,700,000 6,300 7,000 3.00 2.59 
Total 4 Women’s...... 10,300,000 13,280,000 $31,150 $35,750 $3.02 $2.69 


Expands Ad Staff 


Hunting and Fishing, Boston, 
has named Gordon Gannett mid- 
western advertising representative, 
with offices at 5 S. Wabash Ave., 
Chicago 3, and has appointed Ned 
Brydone-Jack Pacific Coast repre- 
sentative, with offices at 714 W. 
Olympic Blvd., Los Angeles, and 
1085 Monadnock building, San 
Francisco 5. Bill Kline has joined 
the publication’s New York adver- 
tising headquarters. 


Radio Unit Appoints 


Sereno B. Gammell, news di- 
rector of Station WTHT, Hart- 
ford, has been named head of the 
standards committee of the newly 
formed National Association of 
Radio News Directors. The com- 
mittee is working on a code of 
ethics for radio news broadcasting 
and later will work on a study of 
improvement of radio news pres- 
entation in general, and a style 
book for radio news departments. 


dollars of disposable income 
reached dropped from $1.45 to 67 
cents, or a decrease of 54%. After 
orrection for cost of living in- 
‘reases the cost of exposing a page 


ars of.real purchasing power 
dropped from $1.45 in 1940 to $1.02 
in 1947, a decrease of 30%. 

These same decreases of 20% to 
30% in the basic cost of advertising 
in relation to purchasing power 
can be shown to be true for other 
media where the cost of reaching 
a family has not changed or has 
decreased since 1940. The general 
and women’s magazines were used 
only as an example. 


Erroneous Conclusions 


It seems obvious that much of 
the discussion about increased ad- 
vertising rates has led to erroneous 
conclusions. The cost of reaching 
a family generally is no greater, 


and in many cases is actually less, | 


than it was prewar. The average 
family reached, however, is a much 
better potential customer now than 
prewar—it now has 26% more real 
purchasing power. Hence, the real 
cost of advertising in relation to 
sales potential is well below the 
prewar levels. If the advertising 
dollar was doing a good job in 1940 
it has a chance to do a much better 
job now. 


Crooker Leaves Ewald; 


Plans Dealership 

R. H. Crooker, since 1934 vice- 
president of Campbell - Ewald 
Company, Detroit, has resigned to 
establish his own business, a Chev- 
rolet dealership in Long Beach, 
Cal. Mr. Crooker left Detroit in 
1944 to head the Campbell-Ewald 
West Coast operations, with head- 
quarters in Los Angeles. 

He will be succeeded as vice- 
president in charge of West Coast 
operations by R. C. Francis, who 
has been with the agency for more 
than 20 years. 


Conway Joins Livingston 

Walter H. Conway, formerly on 
the copy staff of Garfield & Guild, 
San Francisco, has joined Leon 
Livingston Advertising Agency, 
San Francisco. James Milton, ac- 
count executive, has been trans- 
ferred to Livingston’s New York 
o'fice. 


WEDF I 


lint ads sui 


C 
of advertising to each million dol- | 
] 


Curtiss Ups Monroe 


Walter Monroe, account execu- 


tive, has been appointed 


vice- 


Rejoins Twiss Agency 


Jane Smith, formerly with Ruth- 
rauff & Ryan, has rejoined the 


president of Spencer W. Curtiss House of J. Hayden Twiss, New 


| Company, San Francisco. 


York, as copywriter. 


tr. H. BIRCH COMPANY, INC, 
216 TREMONT STREET 
BOSTON 16, MASS. 


ONLY ONE CAN BE FIRST 


Question: If only one Cincinnati daily newspaper 
could be published, which one would Cincinnatians 


want it to be?* 


Answer: The Cincinnati Times-Star—32.4% 
Cincinnatians want the Times-Star rather than the 
other evening paper, and 223.3% more Cincin- 
natians want the Times-Star rather than the morning 
In Cincinnati the Times-Star is first-choice 
with newspaper readers. The linage figures below 
show how advertisers feel. 


paper. 


Z 


*1946 Independent Survey 


MEMBER OF THE AMERICAN 
NEWSPAPER ADVERTISING NETWORK 


CHICAGO 1, ILLINOIS 
333 North Michigan Ave 
Fred D. Burns, Mar. 


NEW YORK 17, N.Y. 
60 East 42nd Street 
Albert H. Parker, Mgr 


more 


west 
John E. Lutz, Chicago 11 
435 North Michigan Ave. 


COAST REPRESENTATIVE 


MULBERT TAFT, President 
ond Editor-in-Chief 
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Buys Pond Engineering 
American Time _ Corporation, 


Springfield, Mass, has bought Pond 
Engineering Company, Springfield, 
the latter to be operated as the 
Pond Engineering division. Pond 
will continue to make automatic 
controls for machine tools. 


Westmore Starts Drive 
The House of Westmore, Inc., is 

starting its first 1947 campaign 

with newspaper advertising fea- 


turing Overglo and the Westmore 
lipstick lines. Small & Seiffer, Inc., 
New York, is the agency. 


Gold in Them Thar 
Films; Agencies 
Eye Hollywood 


Booming Film Budgets 
Lead to Solicitation, 


Issues Health Edition 


The News, Charlotte, N. C., is- 
sued a 52-page magazine-style 
tabloid last month as part of its 
campaign to improve health con- 
ditions in the state. The articles 
were written by prominent North 
Carolinians in the various fields 
of health and public office. 


Even One-Shot Bids 


By JOHN CRICHTON 


New YorK—Not long ago a mo- 
tion picture advertising account 
was an orphan, so far as large 
|agencies were concerned. A few 
| agencies listed such accounts, and 
| were habitually dismissed with a 
|shrug as “movie agencies.” But 
|in 1947, any motion picture com- 
|pany can count on solicitations 
from the top agencies if it wants 
to move its account. 
| The reason, of course, is the 
/emergence of motion picture pro- 


540 N. MICHIGAN AVE. | 
185 N. WABASH AVE. 
410 N. MICHIGAN AVE. | 
111 £. DELAWARE ST. 


es wh ds 


ducing companies as major ad- 
vertisers. 

During the past year, motion 
picture companies have announced 
advertising budgets up to $6,000,- 
000; for individual pictures, the 
war chest may run $250-$400,000 
—and _ supercolossal epics like 
“Duel in the Sun” may hit $2,- 
000,000. 

For instance, Universal Pictures 
last fall announced a $4,000,000 
budget, subsequently entered into 
an agreement with J. Arthur Rank 
and formed Universal - Interna- 
tional Pictures, and last week re- 
, vealed it would spend $850,000 in 
advertising for “The Egg and I.” 
The “Egg’s” promotion will start 
with teaser newspaper ads in 30 
| cities which will cost about $150,- 
/000. This is a record budget for 
|a Universal picture, and the copy 
(will be placed by Monroe Green- 
| thal Advertising, which took over 
‘the account from J. Walter 
| Thompson Company following the 
Rank merger. 

Even if “The Egg” budget is 
exceptional, during the last few 
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months motion picture companie 


| have set aside other top funds 
| Walt Disney Productions allocate: 
$400,000 to “Song of the South’ 


United Artists’ “Bel Ami” w: 
ticketed at $250,000; Goldwyn s« 
aside $200,000 for “The Kid fro: 
Brooklyn”; Warner Bros. laid ou 


| $100,000 to promote the 20th a: 
|niversary of talking pictures i 


21 magazines; the censor-battere 

“Outlaw” had an advertising che: 

|of more than $1,000,000. 

| As for companies’ budgets, RK‘ 

| Pictures set a $6,000,000 figure f 

| the 1946-47 fiscal year, Interna- 

| tional Pictures established a $3.- 

| 500,000 fund for eight pictures i) 
be released through United Artists, 
and Paramount’s budget is esti- 
mated at about $6,500,000, of 
which less than $3,000,000 will go 
into advertising direct. 

Besides the majors, there are 
scores of independent movie pro- 
‘ducers, normally releasing their 
productions through a major dis- 
'tributing organization. This de- 
'velopment began as a tax device, 
| since forming a quickie producing 
/'company and turning out a single 


Each “We 


000 


If you 
Orleans market via magazine . 
the only one that ean really do the job. 


and do it 


rich New 
.. here is 


want to cover the 


Morning * Evening *% 
(LONE! 


Locally edited, it is avidly read in 9 out 


of 10 New Orleans homes PLUS 100 thou- 
sand surrounding trade territory 


Representatives 
homes. 


No other magazine. no other medium. 


or combination of media can remotely ap- 
proach the density of this coverage. 


Member P 
AN ANetwork 


Choice of full color. spot, duotone or 


monotone 


er : 
at surprisingly low cost! 
oe 


New Orleans HOMES 


The Cimes-Picayune 


Sunday 


New ORLEANS STATES 


lcnn & Kelley (nc 


picture materially reduced the 
‘taxes of the star. The star normally 
took the proceeds as a capital gain 
/on which the top revenue payment 
/was 25%, in contrast to the 90% 
‘bracket which included many 
actors’ salaries. 


Plan ‘Different’ Films 


Subsequently the courts ruled 
that the one-picture-and-fold com- 
pany was illegal, and most of the 
independents now in business rep- 
resent the wish of the stars who 
are their principals to make “dif- 
ferent” pictures from those made 
by the majors. Thus Liberty 
| Films is the brain child of Frank 
|Capra, and International Pictures 
that of Nunnally Johnson. 

The budgets reeled off so glibly 
_at the annual sales meetings of 
|motion picture companies have 
always been the subject of con- 
|troversy and some amusement in 
|advertising circles. As agencies 
which do not have picture ac- 
/counts are quick to point out, it 
is difficult to check the actual 
amount spent in advertising by 
movie producers—principally be- 
cause so much of their budgets go 
into cooperative newspaper copy. 
Further, it is frequently charged 
that the movie companies lump 
_advertising and exploitation to- 
gether. 
| However, much of that cynicism 
| has disappeared. When Enterprise 
| Productions was considering agen- 
cies—McCann-Erickson eventually 
|won the $2,000,000 account—the 
| competition was open and spirited. 


Ad Volume Gains 


| This year the Magazine Adver- 
'tising Bureau reported that for the 
| first 10 months of 1946, motion 
/picture companies had spent $5,- 
| 747,000 in national magazines 
compared with $3,990,000 for 1945 
j}and $1,148,000 in 1941. News- 
| papers have also felt the upward 
| surge of movie copy, with well 
over $1,000,000 spent in 1945. Tw: 
companies, RKO and M-G-M, hav: 
had network radio shows. 

Two other factors have mad: 
motion picture companies prom 
nent in the national advertisir 
picture. 

One is the end of block book- 
ings. This means that companic; 
have to get out and sell thei: 
pictures, that exhibitors must be 
sold on the quality of films turne | 
out by companies, that public dé - 
mand for a picture must be bui ! 
up. 

Second is rising costs. Moti 
picture costs have skyrocketed; 
feature might cost about $768,5( 
in the early ’40s, about $1,000,0( 
in 1945, and very close to $1,500, 
000 in 1946. This means that pic 
tures must stay longer at theaters 
must get all attendance possibl: 
for a longer period. 

“Duel in the Sun,” for all it 
lavish promotion, may be issue 
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na “saturation” basis, in which it 
vill be moved into a theater and | 
un until it has attracted every 
ent it seems likely to get. 


Admissions Drop Off 


Wins Publicity Contest 


Mary Humphrey, Detroit pub- 
licity woman, has been named 
winner of the first annual public- 


| ity contest sponsored by the Wom- 


'en’s Advertising Club of Detroit, 


While costs are up, while pro- 
notional budgets boom, there are 
inpleasant angles in the motion 
picture field. Admissions, the sine | 
qua non, are off, and off badly. 
New York represents about 10% 
f the gross admissions drawn on | 
, single picture, and installing a/' 
Im in one of the theaters which | 
im Times Square is a financial 
nust. Yet Times Square exhibitors 
have had to reduce their prices, 
and companies have had to pull 
their products out of Times Square 
theaters before they wanted to— 
the box office had slipped too far. 

In 1939, admissions averaged 23 
cents, in 1945, 30.5 cents (exclu- 
sive of taxes of 6.4 cents and 
more)—and grosses climbed from 
$1 billion in 1940 to $1.5 billion 
in 1945. Indications are that the 
current movie audience is more 
selective, if only because higher 
admission prices do an automatic | 
screening. 

The next unpleasant angle is 
censorship. The hallmark of mo- 
tion picture advertising has fre-| 
quently been a large shot of sex. | 
Properly administered, it has 
pulled many a turkey into the 
black. (‘King’s Row” started with 
advertising stressing the novel, . 
switched to copy showing Ann 
Sheridan in a slinky gown, leaning 
indolently against a lamp post. 
Admissions jumped like fever.) 

But “The Outlaw” has set off | 
a long series of protests, both by 
religious and civic groups and by 
city authorities. ‘‘Duel in the Sun” 
has recently been the target for | 
blistering criticism because of the 
triumph of sin, levity regarding 
the church, and Jennifer Jones’ 
undraped state. 

In New York recently the state 
legislature passed and sent to Gov. 
Dewey a bill granting sweeping | 
power to the board of regents to 
ban any motion picture on grounds 
of obscene advertising. 


Krupnick Incorporates 


Krupnick & Associates, St. Louis 
agency, has incorporated, with 
Sam Krupnick continuing § as 
president, and operating policies 
and personnel remaining un- 
changed. Corporation owners in- 
clude Mr. Krupnick; Ray J. Arm-| 
bruster, account executive; A. 
Harvey Brown, art director and 
account executive; Tom J. Con- 
nelly, service director; Martha M. 
Goell, media buyer, and Edgar M. 
Kluge, secretary-treasurer. 


Names Pingrey A. M. 


Harlan G. Pingrey, for the past 
18 months a partner in Kempshall 
Associates, Chicago commercial art 
studio, and previously with J. 
Walter Thompson Company, has 
been appointed advertising man- 
ager of the South Wind heater di- 
vision of Stewart- Warner Cor- 
poration, Indianapolis. 


Some New Customers 
Are Waiting For You 


if your business is something 
to eat or drink 


. . or something to wear, or just 
about anything. Here’s a market 
that really responds to the “invi- 
tation to buy.” For the Negro 


fidence and loyalty. Your adver- 
tising in these papers can win 
the response and regular patron- 
age of this 7 billion dollar mar- 
ket. Get the facts on some of the 
success stories built by advertis- 
ing in this live field. Drop a let- 
ter or post card today to 


dinterstate United Newspapers, Inc. 


S45 FIFTH AVENUE, NEW YORK | 


-—PARDON US 


looks to his race press with con- | 


for the best campaign held locally 
in 1946. The contest was open to 
all professional publicity women 
regardless of membership in the 
Women’s Advertising Club. 


Katz Joins Hutchins 

Kirby Katz, who during the war 
served as promotional man and 
assistant managing editor of 
Leatherneck, and prior to that was 
with Biow Company, New York, 
has joined the Philadelphia office 
of Hutchins Advertising Company 
as an account executive and a 
member of the creative staff. 


Efco Names Maxtield 


Joseph Maxfield Company, 
Providence, has been named to 
handle advertising for Efco Mfg. 
Company, Hamilton, R. I., manu- 
facturer of wrenches. Business 
papers and direct mail will be 
used. 


| publication of Script, 18-year-old 


of Time, 
magazine. 

Mr. 
vice-president of the Standard Oil | © 
Company of California, and Mr. 
Smith is also president of the Los | 
Angeles Municipal Airport Com- | 
mission. 


will be editor of the 


Davies and Smith 
Head New Firm: 
Purchase ‘Script’ 


Los ANGELES—Ralph K. Davies, 
former director of the Petroleum 
Administration for War and or- 
ganizer of a new peacetime oil 
agency in the Department of In- 
terior, and Robert L. Smith, ex- 
ecutive vice-president and general 
manager of the Los Angeles Daily 
News, have formed a new pub- 
lishing company to operate on the 
Pacific Coast. 

The firm’s first venture will be 


To Expand Facilities 


Lee Bros. Broadcasting Com- 
pany, owner of Station KFXM, | 
San Bernardino, Cal., has an- 
|nounced plans for a $150,000 ex- 
pansion program. Two construc-| | 

| tion permits recently granted 

| by the FCC authorize construction 

/of a new FM station, to be called | 
KFXM-F\M, and increase in power | 
for KFXM to regional strength of | 
1,000 watts. 


Pacific Coast magazine, purchased 
from Florence Wagner, who be- 
came editor and publisher upon 
the death of her husband, Rob 
Wagner, in 1942. Mr. Wagner, na- 
tional magazine writer and artist, 
founded the magazine in 1929. The 
Davies-Smith team will take over 
management April 1. 

James Felton, formerly an editor | 


Transfers to Elgin 


All departments of the general 
offices of Majestic Radio & Tele- 
vision Corporation and Majestic 
Records, Inc., have been moved to 
the new administration building 
adjoining the firms’ Elgin, IIL, | 
plant. | 


Davies is a former senior |}{.. 


. CHICAGO 
NEW YORK 
LOS ANGELES 


| 


| 
| 


Again and again and again, shoppers consult 
the ‘yellow pages’ of their telephone directories 
when they are ready to buy. 

Will prospects be directed to your author- 
ized dealers to buy your branded product . 
when they look in the ‘yellow pages’? They 
will when you use Trade Mark Service. 

Simply arrange to have your trade mark 
displayed over the listings of your local outlets 
at the proper classification of your business. 
Then, prospects find out in a jiffy where to go 
for your brand or to get factory-authorized 
service. 

Trade Mark Service localizes national ad- 
vertising . .. helps bring prospects and dealers 
together. 


For further information call your 
local telephone business office. 
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52 
Appoints Bauerle 


The Chicago Citizens’ Committee 
of the Greek War Relief Associa- 
tion has appointed T. R. Bauerle 
Advertising Agency to handle ad- 
vertising for its campaign to raise 
$1,200,000 in the Chicago area. 


Bri 
ee 


Borden Appoints Kratt 


Leonard J. Kraft, formerly with 
Campbell - Sanford Advertising 
Company, has been appointed ad- 
vertising and sales promotion 
manager of the special products 
division of the Borden Company, 
New York, succeeding Ray Engle- 
hart, who has been named man- 
ager of the Ration-Ayd depart- 
ment. 


Finger Joins Federal 


presidents reelected are 

O’Sullivan, J. D. Chappell, 

Evans and F. A. Uhler. 
Harrison Atwood, McCann- 


Ewald, Paver; 
Erickson, was named chairman of 


Promotes Two the executive committee, and Joe 

New YorK—The National Out- M. Dawson, Geyer, Newell & Gan- 
door Advertising Bureau has re- ger, was elected chairman of the 
elected Henry T. Ewald of Camp- officers and operating committee. 
bell-Ewald Company chairman|H. H. Dobberteen, Benton & 
and John M. Paver president, and Bowles, was elected a director, re- 
has elected Henry Stevens, J. placing A. W. Hobler, Benton & 
Walter Thompson Company, sec- Bowles. Gilbert Kinney, JWT, 


NOAB Reelects 


* 4 
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Plant City Ads 
Pay, Study Show: 


New YorK—Newspaper adv 
tising “or other publicity metho. 
are essential if local indus 
wants to make its accomplishme 
and plans known to residents 
plant cities, according to a sur\ 
on industry’s community relati: 
released by the National Ind 
trial Conference Board. 


Sidney Finger Jr., 
Kiesewetter, 


THE LETTER SHOP, Inc. 


431 S. Dea rborn St., Chicago 5, Illinois account executive. 


formerly with 
Wetterau 
New York, has joined Federal Ad- 
vertising Agency, New York, as an 


retary-treasurer. 
& Baker, : 


ager of the 
elected a_ vice-president. 


L. C. Myers, 
who joined NOAB in 1945 as man- 
Detroit office, was 
Vice- 


FIRST IN 
CIRCULATION 


During 1946 the daily Times-Union shot 
past the 50,000 net paid mark; and reached 
a net paid figure of over 106,000 on Sun- 
day. It is not only the largest morning and 
Sunday circulation ever attained by any 
newspaper in New York State's Capital 
District, it is also the greatest morning or 
Sunday circulation of any newspaper be- 
tween New York and Montreal, and be- 
tween Hartford: and Syracuse. 


ALBANY, 


IN 
ADVERTISING 
LUME and 


in MORNING or SUNDAY; 
CIRCULATION OF ANY NEWSPAPER 


between HARTFORD and SYRACUSE 
and between NEW YORK and MONTREAL 


1946 was a great milestone in the 
progress of The Albany Times-Union, 
both daily and Sunday. Outstanding 
gains in both circulation and adver- 
tising made The Times-Union the 
leader in one of the nation's great 
markets. 


FIRST IN 
ADVERTISING 


During 1946 advertisers placed 11,831,008 
lines of paid advertising in The Albany 
Times-Union. It is the largest volume of 
advertising carried by any newspaper be- 
tween New York and Montreal, and be- 
tween Hartford and Syracuse. Local ad- 
veitisers purchased over 6,000,009 lines of 
retail advertising in The Times-Union .. . 
a gain of 1,323,714 lines in 1946. 


Upstate New York's Most Interesting Newspaper 


TIMES «crs 


UNION 


N. Y. 


Represented Nationally By Hearst Advertising Service 


also resigned. All other directors The survey, No. 20 in the boar 


were reelected. “Studies in Business Policy,” c. - 
S. W. Deck, with NOAB in the tails the community relations p: 
field service since 1927, and de-| gram of five organizations a 
|partment manager for four years, discusses opinion surveys, coi - 
| was named New York office man- munity mailings, employe educ:- 
ager. H. B. Rasmussen, who joined tion, plant visits, scholarship pro- 
the bureau last June after service grams and cooperation with other 
as a major in the Army, will suc- local companies. 
ceed Mr. Deck. Through local advertising, the 
survey points out, the company 
“can say what it wants to say 
Names Hartman Agency the way 
Berke Bakeries, Inc., has ap- study 
pointed L. H. Hartman Company, 
New York, to promote a complete 
line of fancy cookies, date and 
walnut loaf, fruit cakes and cheese 
cakes, which will soon be distrib- 
uted nationally. 


it wants it said.” The 
notes a considerable in- 
crease in the amount of news- 
paper space devoted to emphasiz- 
ing the bond between local indus- 
try and the community. 


Street Named Chairman 
William S. Street, president of 
The Taicher Company, New Frederick & Nelson, Seattle, has 

York and Haiti, has appointed been named chairman of the do- 

Norman D. Waters & Associates, mestic distribution department 

New York, to promote Bamboche committee of the Chamber of 

women’s sisal resort shoes and Commerce of the United States. 

matching handbags. Black-and- Washington. He succeeds Edward 
white insertions will be used in N. Allen, recently elected mayor 
class magazines. of Hartford, Conn. 
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When you buy a slice of WDAY time. 


these days, you also buy 


WDAY’s 25 


broadcasting - 


a part 0) 


years experience in 


better programming, better show 


manship, better service that giv: 


WDAY a 6 to I edge in listener-pre - 


erence, over any other station © 
these parts! 
Yes sir, in the Red River Valley i 


WDAY by six to one! Write tl 


Oldest Radic 
west for all the facts, or 


Peters! 


FARGO, N.D. NBC..970 KILOCYCLES.. 5000 WATT 
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Liquor Industry 
fo ‘Nail Dry Lies’ 
in Super Campaign 


Consistent LBI Series 
Will Use Many Media; 
Budget Not Yet Set 


New YorK—After nearly a year 
of preparation, and consideration 
of many themes, Licensed Bever- 


Let 
oe 


capita annual consumption has 
fallen from 1 and 34/100 gallons 
prior to prohibition to 95/100 of 
a gallon. 

6. To “there is more crime in 
wet areas than in dry”: The three 
present prohibition states (Kan- 
sas, Mississippi and Oklahoma) 
have 36.5% more aggravated as- 
saults than the average of the 
rest of the country. 

7. To “education suffers be- 
cause of the money spent on alco- 
holic beverages”: As compared 
with late prohibition years, there 
has been a 151% increase in at- 
tendance at vocational schools; 
86% more high school graduates, 
and 51% more college graduates. 
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| longer than that of total abstain-| had a cocktail before dinner and | search Foundation. 


ers.” 

Other Themes Dropped 
| Among campaigns already pre- 
| pared, which the executive com- 
mittee, headed by Mr. Slater, and 


defer were: 


a report by Quentin Reynolds, 
author and radio commentator, of 
liquor production and sales con- 
ditions throughout the country; 
|contributions of the liquor indus- 
try to the glass, railroad and other 


age Industries, Inc., united front| Ajso, state taxes on beverage al-| industries; “moderation”; coopera- 


organization for the liquor and 
wine industries and their whole- 
salers and retailers, will soon start 


/cohol help to provide funds for 
| education, hospitals, etc. 
| 8. To “alcohol shortens life,” 


tion with enforcement officials (a 
|variation of this being the story 
of two towns, one of which did 


a large-scale, consistent campaign | |,B] quotes medical authorities to| and the other did not enforce the 
to “nail down the lies” of the dry ‘the effect that “the life expectancy |law), and the story of a man, 


forces. 

“The forces opposed to the al- 
coholic beverage industries,” Ellis 
D. Slater, Frankfort 
Corporation, chairman of the ex- 


ecutive committee, told LBI’s first | 
“report to the industry” meeting | 


here, “are well organized, well 
financed, and well equipped in 
every way. We must use mass 
methods of telling the truth about 
our industry.” 

Although the budget has not 
been determined, it has been esti- 
mated at $1,000,000 to $2,000,000 
annually. 


The campaign will embrace 


daily and country weekly news- | 


papers, magazines, farm publica- 
tions, “editorial papers’ (such as 
Editor & Publisher and the Amer- 
ican Press), booklets and perhaps 
other media, Walter M. Swert- 
fager of Walter M. Swertfager 
Company, agency handling the 
LBI account, told the meeting. 


‘Stick to the Facts’ 


Each advertisement will reply 
to a specific dry charge on the 
alleged effects of alcoholic bev- 
erages on health, crime, education, 
etc., Mr. Swertfager pointed out, 


on the over-all theme, “Let’s 
stick to the facts.” 

For example: 1. To the dry 
charge that “alcoholism is the 


to U. S. hospitals,’ LBI will show 
that actually the figure 
3.5%. 

2. To “traffic deaths are higher 
since prohibition,” LBI will say 
that the rate has declined about 


25%. 
3. To “alcohol contributes to 
crime”: The homicide rate since | 


1933 has fallen from 9.7 to 4.9 per 


100,000 population. 

4. To “alcohol is the cause of 
many diseases—specifically  cir- 
rhosis of the liver’: LBI will cite 
medical authorities to the effect 
that “there is no evidence that the 
yrolonged use of alcohol is the 
‘ause of any disease.” 


Per Capita Use Lower 


5. To “people are 
more liquor every year”: 


drinking 
The per 


Complete Production 
facilities for 


SPOT ANNOUNCEMENTS 
SHOWS « BANDS « AIR CHECKS 
LINE CHECKS and 


everything you need 
for your radio work 


Chicago's Largest 
Independent Studio 
State 5635 


RECORDING CORP. 
42nd floor 


20 North Wacker Drive 


Amb. 2142 @ Chicago 6 @ State 5635 


Distillers | 


is only | 


of moderate drinkers is slightly 


symbolic of millions of men, who 


who did not get drunk nor cause 


| damage. 


The “nail the lies” campaign 
was adopted, Mr. Swertfager said, 


| because of the “false but effec- 
| tive” propaganda of such organi- 
the advisory committee, headed by | zations as the WCTU at meetings, 
W. W. Wachtel, Calvert Distillers | in broadcasts, pamphlets, folders, 
Corporation, decided to discard or | 
A contest offering | 
$10,000 for best letters on why) 
“prohibition does not prohibit’; | 


etc.; the “‘Clipsheet” of the Meth- 
odist Board of Temperance and 
Public Morals, material from 
which is used by many dry dailies 
and thousands 
newspapers, and the paid advertis- 
ing campaign in small town papers 
by American Business Men’s Re- 


of dry weekly | 


Such propaganda, he explained, 
is responsible for the fact that 
| ‘25,000,000 people—20% of our 
| population—are now in dry areas, 
and that this proportion is grow- 
ing.” 

After months of preparation, the 
|LBI is ready to do something 
about it. 


| . 

‘Babcock Joins Agency 

| Glenn A. Babcock, formerly ad- 
| vertising manager of Talon, Inc., 
|New York, has joined Owen & 


Chappell, New York, as an account 
| executive. 


All Weather, Complete Service 


Delivery and pickup of rush ship- 
—_— ments anywhere 
in Chicago any 
time. Incoming 
trains and planes 
met, with direct 
delivery to your 
office. 


PHONE DEL. 1234, 412 N. Wells St., Chicago 


BONDED SPECIAL 
DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 
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dial 


only trouble with 


| hg rag 


cause of one-fourth of admissions | 


Sve bull 


\"" THE WORLD knows that red infuriates a bull. The 


the theory is that bulls are color- 


blind. Prof. Thomas N. Jenkins of New York University 


and Prof. G. H. Estabrooks of Colgate University have 


prov ed it, and famous matadors agree. 


We don't know what good it will do to publish the 


facts. The world will keep on believing the same old non- 


sense, refusing to believe that it is movement and not 


color that provokes the bull’s rushes. 


We are up against the same sort of thing every day in 


our contact with advertisers. They know so many things 


about the Mirror that simply are not so. 


You wouldn't think it possible in the face of the proved 


facts. A million people 


every day walk up to newsstands. 


plunk down their money, pick up the paper of their 
choice—the Mirror. On Sunday, more than 2,160,000 peo- 
ple do the same thing. That is their eloquent way of say- 


ing, “This is the kind of newspaper I want. If you want 


to sell me, advertise in 


my newspaper.” 


In the entire history of American newspaper publish- 


ing, only two other dailies and one other Sunday have 


ever attained these levels. It must be obvious that the 


Mirror draws its readers from every social and economic 


NEW YORK MIRROR 


stratum, that it enjoys an appeal that is universal, that 


its readers are just like the readers of any other paper. 


True, the new readers, who have 


‘changed over from oth- 


er papers, are probably more than commonly alert and 


that, in turn, explains their extraordinary responsiveness 


to advertising. But that is all. Otherwise, they are just 


like everyone else. 


Every other newspaper gets its readers the same way 


the Mirror does. Every newspaper wants to grow. Every 


editor seeks an editorial formula and policy to appeal to 


the greatest possible number. The circulation they attain 


is the best possible measure of success. 


Yet somehow the nonsensical myth has arisen that the 


less successful papers are class papers and the more suc- 


cessful are mass papers and the further nonsense that 


class readers shun mass papers. 


It is to be expected, perhaps. In a country that believes 


nonsense about bulls, it is easy to believe nonsense about 


media. But it is a costly practice. It diverts advertising 


funds into inefficient channels. 


results. Big papers deliver an ; 


for big papers get big 


7 


idvertising audience a 


low cost per reader. Growing papers have responsive 


circulations. This is the essenc 


of sound advertisit 


ao 
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practice Cut out the worship of nonsense. 
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Paod Girds to Regain 
First Place in Motors 


(Continued from Page 1) 
vibrant and stimulating, and 
friendly, along the River Rouge. 

Henry Ford I will be 84 next 


| many cars including the old Peer- 
less and Jordan, and the complete 
Nash line for 1939, 40 and ’41. 
George Walker has become con- 
July 30. No longer does he ap-_| Sultant stylist. W. S. James, di- 
pear at Administration, it was | rector of automotive research, 
said, and only occasionally at the | formerly was chief engineer for 
laboratory. Weeks may pass be- | Studebaker. 

fore his grandson, very busy these | Earl Newsom, whom Henry II 
days—addressing dealers, mending | @PPointed as public relations coun- 
public relations fences, trying to| Sel, to succeed Steve Hannagan & 
get more steel out of Pittsburgh, | Associates, serves, among others, 
and what not—will see him. 
mid-February Henry II is out on Jersey. James W. Irwin, a decade 
the Pacific Coast. He won’t be|@80 with GM, and more recently 
back at his desk until March 3. 


this new wind: | Dairy, has just become public re- 
Two decades ago Henry I used lations director of Ford. 

to say: “You can have any color 

car you want, so long as 

black.” 


tives joined with representatives|Craig (director of the Ford 
of its own office and factory wom- | Foundation), Davis and Moekle. 
en and professional women as a| The new first team, Mr. Davis 
jury to vote on 57 different color | said, is aiming high. These men 
combinations for the forthcoming | paraphrase the advertising slogan, 
new cars. |“There’s a Ford in Your Future” 
fe emphasizing to their own or- 
| ganization and to others, at every 
Henry II was made vice-presi-| opportunity, that there’s plenty of 
dent on Dec. 15, 1943, and presi-| future for Ford. 
dent on Sept. 21, 1945, just after | 
V-J Day and his own 28th birth- Out to Beat Chevrolet 
day. | Another slogan, growing in im- 
One of his first acts, in October, | portance and in emphasis as the 
was to get rid of Harry Bennett, buyer’s market approaches and as 
whose influence in the company by | the really new postwar models ap- 
then had extended far beyond | pear, is “Beat Chevrolet.” 
that of merely “labor relations di-| In the 10 years from 1932 (when 
rector.” His first major appoint-| the V-8 Ford was _ introduced) 
ment was to bring veteran sales | through 1941, Ford outsold Chev- 
executive John R. Davis back from | rolet only once, in 1935. Although 
the Pacific Coast and install him | registration figures just released 
as vice-president for sales and showed Ford passenger cars 
advertising. Ernest R. Breech, | Slightly ahead of Chevrolet in 
from Bendix Aviation, was made | 1946, everyone at Ford realizes 
executive vice-president and quar- | that this was not indicative. GM 
terback of the new first team, last | Was much harder hit by strikes. 
May. | On the other hand, Ford Motor 
With the addition of William T.|Company’s entire 1946 production 
Gossett, general counsel, on March | Of 372,917 Fords and 198,767 Ford 
15, the first team of vice-presidents | trucks, of 70,955 Mercurys and 13,- 
will consist of Breech, Davis, Gos- | 496 Lincolns was only a fraction of 
sett, M. L. Bricker, manufacturing; | its own plant capacity and prewar 
Herman L. Moekle, finance; D. S.| records. (Its total company pro- 


Bennett Disappears 


Harder, operations; John S. Bugas, | duction of 656,135, however, was | 
Lewis D./ only about 60% of General Motors’ | 


industrial relations; 
‘Crusoe, planning and control; Al- 
bert J. Browning, purchases, and 
Harold T. Youngren, engineering. 

registration of 826,519, or by more 


Many ‘Outsiders’ than 170,000, its mark was still 

Ford Motor Company’s new first | less than half its 2,090,000 record 
team embraces long and varied | of 1923, and of the 1,900,000 plus 
experience not only with Ford but! of ’24, ’25 and ’29, just after the 
with other automotive and indus- Model A made its debut. 
trial companies, and government 
service. Significantly, several have 
been with General Motors. 

Mr. Breech was a GM vice- 
president before he became presi- 
dent of Bendix Aviation. 

Mr. Crusoe was cost controller of 
Fisher Body. Mr. Youngren was 
chief development engineer at 
Borg-Warner. 

On the other hand, Mr. Gossett 
has been general counsel to Ben- 
dix Aviation, and with the New 
York law firm of (Charles Evans) 
Hughes, Hubbard & Ewing — has 
served such clients as Aluminum 
Company and Fox Films. Mr. 
Bugas (definitely not the hard- 
boiled movie version of a G-Man) 
for 10 years served with the FBI. 
Mr. Browning, among other gov- 


total of 1,186,057.) 
When Ford beat Chevrolet in 
1935 with a total passenger car 


ernmental posts, was  brigadier- 
general in charge of purchases for 
the Army, and previously presi- 
dent of United Wallpaper. 

Of the 10 vice-presidents, only 
three—Bricker, Davis and Moekle 


are Ford veterans 


More New Blood 
right) recently announced price reductio 


But new blood continues to flow All the others are vice-presidents. Seated 


into the Ford arteries from many 
Thomas L. Hibbard, the 
new director of styling, designed 


streams. 


company 


In | the Standard Oil Company of New | 


a public relations executive with | 
To mention just one straw in | Monsanto Chemical and National | 


The board of directors now con- | 
it’s | sists of Henry Ford, Henry Ford | 

II and his younger brother Ben- | 
A few weeks ago Ford execu- | Son, and Breech, Bricker, oe 


Henry Ford II can hardly re- 
member back that far. Which may 
| be just as well. He doesn’t in- 
‘tend to rest on 20-year-old laurels. 
He’s thinking not of ’29, but of °48 
|and ’50 and ’60. He believes that 
the second half of this automotive 
century will be much the better, 
for Ford. 

General Motors has vastly more 
production and materials and sales 
| resources. But the new Ford first 
|; team is working as best it can to| 
'match them. Ford is now building 
| Lincoln-Mercury assembly plants | 
|in Los Angeles, Metuchen, N. J., | 
and St. Louis, and a new Ford 
plant in Atlanta. 
| GM today probably has nearly | 
'three times Ford’s physical re-| 
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sources, but Ford is more flexible | EXPERT PICKERS—Office girls at Ford match auto colors with new upholstery 


|}and in a sense much more “sol- 
vent.” 


$700,000,000 Surplus 


fabrics and select their favorites for H. D. Everett, director of marketing re- 
search, in one of a series of studies being conducted to determine women's 
tastes in styling and design. 


Against some $816,000,000 as- the Mercury price range up a bit 
sets on Dec. 31, 1945 (half of it in| @md the Lincoln range down 
such items as cash and accounts| enough to compete with GM in 
receivable) Ford Motor Company | every _ bracket. 
had only $78,000,000 in accounts | established a separate dealer or- 
‘payable. Its other “liabilities” | ganization for Lincoln - Mercury. 
were reserves of nearly $23,000,- | Hereafter, almost every Ford 
000, capital stock of $17,264,500, | dealer will concentrate on Fords. 
and a surplus of nearly $700,000,- 
000. 

General Motors has nearly 450,- | 
000 stockholders. 
six. 1946 — and among other things, 

GM is dominated by factions,|4ropped its symphony network 
such as the du Ponts, and by| Program in July and cut out in- 
banks, such as J. P. Morgan & Co. | Stitutional advertising in 
Ford is independent, and will re-| Zines for six months— Ford ex- 
main so. Current reports that Ford | Panded vigorously, not on ly in 
would issue shares and list them| “conventional” space and time 
on the New York Stock Exchange | Media but in such things as reflec- 


Advertising on Upsurge 
While GM wavered in its adver- 


—a hardy perennial among rumors | tor outdoor signs and “sky-writing | 


—definitely are not true. | dirigibles.” Ford is going ahead 
Ford otherwise continues to play | 0 network radio at a $2,000,000- 
a lone hand. 
“joiner.” It does not belong, for | Suest star program. It will prob- 
example, to the Automobile Manu- | ably be the first motor maker to 
facturers Association nor to the| Use color television. It is increas- 
National Association of Manufac-|ing dealer responsibility for the 
turers. dealer share in advertising. 
oe ; 6 In employe and dealer and pub- 
Will ‘Stretch’ Its Line lic relations the new Ford team is 
The men who “made” the pres- | making news. Mr. 
ent General Motors (after William | Davis, Mr. Bugas and others are 
C. Durant twice failed with it) | out in the field meeting people, 
have grown old. Some of them, | finding out things, and incidentally 
such as Richard Grant, have re-| making sure that the new 
tired, but others—Alfred P. Sloan | light is out from the bushel. 
Jr., Charles E. Wilson and Charles 
W. Kettering—are still at the helm. 
Most of Ford’s new first team are 
still in their 40’s. 
| Ford has taken the offensive. 
| Ford is setting out to be first in 
every phase of the business. uring public reactions, and so is 
Perhaps the greatest “resource” | the University of Michigan. Under 
of GM is the fact that it has five| Del Everett, formerly of Time, 
cars, sold in every price bracket, | Ford’s own marketing research di- 


Emphasizing Research 


Henry Ford II himself is study- 
|ing employe and dealer attitudes 
and stimulating their cooperation. 


by separate dealer organizations. | vision is getting opinions of what! 


| people, especially women, think 


It will, however, “stretch” | of Ford cars and what they want 


Ford does not plan to add another 
line. 


eed 


Weare 


FORD'S NEW FIRST TEAM—Ford Motor Co.'s policy committee meets as Henry Ford Il, president (seated, second from 


ns on Ford cars. Ernest R. Breech, executive vice-president, is second from left. 
at left is John R. Davis, sales and advertising, and at right M. L. Bricker, manufac- 


turing. Left to right, standing: H. L. Moekle, finance; D. S. Harder, operations; John S. Bugas, industrial relations; L. D. 
Crusoe, planning and control; A. J. Browning, purchases, and H. T. Youngren, engineering. William T. Gossett will join the 


as vice-president and general counsel on March 15. 


Ford also has| 


Ford has just|tising in the first postwar year of | 


It is still not a|a-year clip with the Dinah Shore 


Breech, Mr. | 


Ford | 


Elmo Roper and his staff are meas- | 


in them. 

“We think we’re now doing,’ 
Mr. Davis said, “the most thorough 
market research of any car manu- 
facturer.” 

Not content with readership 

studies by media and others, Ford 
has just spent $50,000 on a survey 
of its own to ascertain which, 
among 34 magazines, newspaper 
| supplements and comic groups on 
its list people ‘‘never read,” read 
regularly, and have read “during 
the past month.” The findings 
won’t be made public. 


May Spend $16,000,000 


Ford and its dealers together 
may spend a total of $16,000,000 in 
advertising this year—but they in- 
tend to spend it where they think 
it counts most. 

The company and dealers are 
doing this despite the fact that 
they now have a total backlog of 
orders for 1,700,075 cars. 

After losing $51,600,000 in the 
first nine months of 1946—and 
after reportedly being in the red 
most years since 1929 — Ford 
moved into the black for the last 
quarter. It intends to stay in the 
black. Last month’s price reduc- 
|tion already has been reflected in 
'a new flood of orders. Through 
production efficiency and vigor- 
!ous and intelligent selling and ad- 
vertising, the new Ford team be- 
lieves that it can continue to pay 
|the highest wage in the industry 
‘and still sell its forthcoming bet- 
ter new cars for less—at a profit. 


maga- | 


Employes Given Attention 


More than anything else in 
these days of “labor unrest,” profit 
starts with the good will, efficiency 
and team play of a company’s own 
workers. 

On April 24, 1946, Henry Ford 
II sent “a personal message to all 
employes”: 

“We are headed toward build- 
|ing better cars and trucks and 
| tractors at a lower cost than our 
competitors,” he wrote, “so that 
we can make them available at 
lower prices to more and more 
people in this country and through- 
out the world... 

“Management can’t be the bos: 
|here and neither can labor. . . Ti 
be a better production team, For« 
employes must be better—capabl: 
of turning-out more. . . If we cai 
reduce our costs and prices whil 
raising our wages, it will be onl 
because Ford men and women- 
| individually and as a team —ar 

more skilful and efficient. . .” 


Asks Employe Opinions 


In another employe message, 0 
July 1, 1946, Mr. Ford cited th 
effects of supplier, steel and coa 
strikes which led to hit-or-mis 
production, reduced production t 
40% of planned levels, cost For 
employes $252,000,000 in wages 
and were chiefly responsible fo! 
the company’s $51,600,000 loss i 


the first three quarters of last 
year. 
Although it would have been 
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cheaper, the company decided not 
to shut down even though lacking 
enough material to keep the 
lines rolling steadily. It kept on 
producing as best it could, in the 
belief that this was in “the best in- 
terests of the American people, 
our employes, and, we hope, in the 
long-term best interests of the 
Ford Motor Company.” 

Last Oct. 21, Mr. Ford carried 
his employe-team plan aé_ step 
farther, sending to each, with a 
letter, six detailed questions. 


Asks Detailed Questions 


“While we did not solicit the ap- 
proval of union officials for this 
step,” explained Mr. Bugas, indus- 
trial relations director, “we ad- 
vised them” of it. “They took a 
very constructive view and urged 
their members (UAW-CIO) to fill 
out the questionnaires and express 
their views freely.” 

Mr. Ford asked employes not to 
sign their names, “because then 
we'll have all the advantages of 
the good American custom of the 
secret ballot.” 

In substance the questions were: 
“1, Do you feel you are well in-| 
formed about the company’s per- | 
sonnel policies—what the company 
expects of you and what it is try- 
ing to do for you? 

“2. Are you made to feel that 
you are a definite part of the com- 
pany—a member of the Ford team? 


Frank Opinions Asked 


“3. Do you feel that you are 
given a fair opportunity to make 
suggestions and criticisms about 
company practices and officials? 

“4, Do you believe that question- 
naires of this kind serve a useful 
purpose? 

“5. Do you have a chance to talk 
over your work or ideas with your 
immediate superior? 

“6. On the whole how do you 
think the products of the Ford 
Motor Company compare with 
those of its principal competitors?” 

An addressed, postage - prepaid 
envelope was enclosed. 

A thousand jokes have been told, 
a thousand serious stories and 
plays have been written about the 
“automatons” on mass-production 
lines—symbolized by the miles of | 
lines at River Rouge. 

And here was Ford seeking | 
guidance from its workers! | 


23,000 Respond 


The questionnaire created quite | 
a stir. More than 23,000 answered, | 
Mr. Bugas said, and “just pwened 
90% thought it ‘useful.’ We have | 
tabulated all the replies to the in- | 
dividual questions but the an-| 
alysis of the free comments is a| 
much more -difficult and time- | 
consuming operation.” 

At any rate, “we at. Ford in-| 
tend to explore a great deal fur- | 
ther the whole area of what em- 
ployes think of management.” 

All the company’s “industrial re- 
lations” progress, however, hasn’t 
come in the last year. In 1941 
Ford, completely reversing its 
position on unions, agreed not only 
to the closed shop but to the| 
check-off. Even so, from 1941 to | 
945 the company had 773 “illegal’”’ 
trikes. 


Constructive Response 


But in late 1945 Ford introduced 
new note in labor negotiations 
y asking UAW-CIO for “company 
curity” — against unauthorized 
vork stoppages and for enforce- 


nent of reasonable work stand- 
rds. 

Mr. Bugas reported that re- 
ponse of union officials, on the 


vhole, was constructive. In 1945 
Ford had 131 such stoppages with 
‘67,000 man hours lost. In 1946 
t had only 23 with only 81,253 
nan hours lost. 

These figures, he emphasized, 
show a very great improvement 
n our human relations.” Whereas 
he number of work stoppages na- 


tionally in 1946 was 4,700 or 50 
less than in 1945, the number of 
men affected rose from 3,467,000 
to 4,650,000, and the man days lost 
from 38,000,000 to 113,000,000. 


Study Public Reactions 


Although Henry Ford II and his 
first team are working toward 
steadier, as well as happier and 
more productive employment, he 
believes that a “guaranteed an- 
nual wage’’—at least in the still- 
seasonal automobile industr y— 
cannot yet be achieved. 

Surveys indicate that the pub- 
lic, also, likes the new Ford way 
of doing things, and the new man- 
agement. 

Between October 1944 and Oc- 
tober 1946 Ford rose from 31.8% 
to 41.8% in public rating of auto- 
mobile companies which “treat 
employes best.” The share of the 


public who “knew” Henry Ford II | 
increased in this period from 9.5! 
Among all large com- | 


to 39.1%. 
panies which ‘“‘you feel particu- 
larly friendly toward” Ford’s 
standing grew from 6.6 to 7.6%, 


OLD AND NEW—Henry Ford II and 
his grandfather look over scale models 
of a Ford plant. 


and among companies having the 
“right attitude toward labor 
unions,” from 16.9 to 29.6%. 


Apparently what Henry Ford II | 


calls “human engineering” is good 
' business. 


Back in the black, the! 


| new first team intends to do a 
‘great deal more in human rela- 
| tions to stay there. 

Realizing that the automobile 
seller’s market already shows signs 
of ending, the new Ford first team 
is seeking to build a tremendous 
backlog of good will. 

And yet, Mr. Davis said, present 
orders for 1,700,075 cars represent 
|about $2.5 billion at retail. If 
| Ford were to include “dealer re- 
| quests” with actual orders, as some 
other manufacturers do, the total 
| would be near $6 billion. 


Out After Orders 


| Actually, Mr. Davis believes 
| that even the $2.5 billion “prob- 
ably is 20 to 25% water.” 


orders on hand—or twice the total 

| production in 1946—Ford is busy 
seeking to multiply them. It is 
strengthening its own sales organ- 
ization, guiding and stimulating 
dealers, intensifying advertising— 
as if the buyer’s market already 
had begun. 


Mr. Davis sees a “demand and! 
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need for 12,000,000 cars—if people 
can buy them.” At present prices 
the market may be only eight to 
ten million. If manufacturers 
bring prices down, as Ford has 
started to do, the potential may 
be more than 12,000,000. 


Revised Sales Thinking 


“Before the new management 
moved in,’ he explained, “sales 
were simply a distribution service. 
No real importance was placed on 
the value of selling and advertis- 
ing. Many things which we tried 
to do to improve selling were short 
lived. For instance, ’way back in 
1924, we started cooperative ad- 


|vertising with dealers—then 
But | 


even with at least 1,300,000 “valid” | 


dropped it. As general sales man- 


“sth 
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ww USA CHURCHES FOR ITS SIZE? 
tliat baskets brimming. 
“Fergus Falls, Minnesota, has More examples 


most churches: one for every 571 
residents.’ So ventured Oz Black on 
his weekly cartoon color page of 
Upper Mississippi Valley oddities 
and actualities, “Front and Center,” 
which is a best-read feature of the 
Minneapolis Sunday ‘Tribune. 
Refutations, arguments, counter- 
claims flew fast. From pastors and 
in 144 communities in 
states came rival demands for the 
title, hot calls for.a recount. Cham- 
pion by latest tally: devout hamlet 
of Butte, North Dakota (pop. 261), 
with a church for every 37 inhab- 


flocks 


itants. 


To kindle such competitive spirit, 
and to direct it toward worthwhile 
civic and social endeavors, Oz Black’s 


QUESTION: WHAT TOWN 


Sunday page sparkles with facts, 
fancies and foolery. Material con- 
tributed by Minneapolis Star and 
Tribune readers keeps Black’s mail 


A. HAS MOST 


profiles, 


five 


day mornings. 
garnish stories-i 


achievements, 
and community 


The same kind 
which earns top 


Oz: Strange Vegetable Department, 
where appear carrots with bathing 
beauty legs, radishes with Truman 
fist-shaped potatoes and 
kindred garden curios; the Unusual 
Name and Occupation Section where 
Undertaker Graves or Bury rubs 
elbows with Doctors Hurt and Hol- 
ler; a weekly puzzle concealing 
names of towns and villages, over 
which whole families ponder on Sun- 
Such 


Upper Mississippi Valley projects, 
resources 


merit popular support. 


of the wizardry of 


Black’s Sunday page is a cover-to- 
cover characteristic of the Minne- 
apolis Star and Tribune. Strong 
local staffs of reporters, columnists, 
cartoonists and editors set the pace 
for a news-covering job in which are 
enlisted all the major news and pic- 
ture services, the best commentators, 
the top features. That is why the 
Minneapolis Star and Tribune are 
welcomed in 
homes every weekday, in more than 
500,000 homes every Sunday, not 
only as complete, reliable, well-edited 
newspapers but also as good neigh- 
bors and dependable friends. 


more than 400,000 
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and state 
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of localized appeal 


500.000 Sunday 
400.000 Daily 
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ager, in 1938, I introduced a dealer 
council—which was scrapped.” 

Formerly, Ford “dumped” both 
its policies and its cars rather in- 
discriminately, and often ruth- 
lessly, on its dealers. 


Dealers Take Active Part 


Today the dealers, with em- 
ployes, are the most important 
members of the new Ford team. 
Dealer councils have been elected 
nationally and for each of the 33 


| complete. 


marketing areas. Not only do these 
councils help to formulate and ex- 
ecute sales policies and direct 
regional advertising, but they are 
helping to “design” the new cars. 

To enable the dealers to com- 


|pete effectively against GM, a 


separate dealer group has been 
created for Lincoln-Mercury. This 
organization is now about 40% 
Lincoln - Mercury has 
about 975 dealers, of whom 400 
are permanent. In addition, about 


TRY THIS ON YOUR PH 


. . « Wrife or Phone for 
one of our Representatives 

—Let us show you samples of work 
we are doing for successful institutions. 


FAITHORN CORPORATION 


ONE 


tiga <i = 


- - You will find 
it a satisfying 
number because 
it opens the 
quick, sure way 
to the complete 
and economical 
handling of 
your production 
requirements. 


Ad-Setters + Engravers - Printers 


400 N. Rush St., Chicago 11 + Whi. 2300 


DAY AND NIGHT SERVICE 


475 Ford dealers now handling | 
Lincoln and Mercury will be re- | 
placed as soon as possible by per- | 
manent Lincoln-Mercury dealers. | 
About 100 Ford dealers in small | 
communities will continue to 
handle these other lines. 

At full production, the company | 
intends to have about 1,000 Lin- | 
coln-Mercury dealers. 


Lost Only 6% of Dealers 


The Ford line, Mr. Davis said, | 
‘has about 6,400 dealers now, and | 
no further expansion is planned. 

“The company lost only about | 
|6% of its dealers during the war,” 
he explained. “A few got scared 
|and pulled out, and some were 
forced to close when they went 
|to war. Those who stayed in busi- 
|ness generally made money. Their 
service and parts business thrived, 
and some added other lines, from 
| paint to linoleum. 

“Ford Motor Company’s dealers 
are a big business. Their combined 
worth is between $300 and $400 
million, or an average of about 

$50,000 each. | 

“They are loyal. They have been 

| with us, on the average, from 15 
to 18 years. Some have been sell- 
|ing Fords for four decades. We 
'want to make it more than ever | 
| worth their while to stay and grow 
/with this company. 

| “We're trying to do our part to 
make them more aggressive and 
more effective. 


| Field Force Reorganized 


“For one thing, we’ve completely 
reorganized our factory field force. 
| Before the war we had about 700 | 
of these men, working out of dis- | 
trict offices. But they were not | 
the caliber of dealer contact men 
| necessary to guide them in dealer 
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of the Southwest.” 


Surveys prove Kansas has the greatest 
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than any other State 


between the Mississippi and the Rockies — 
And as Kansas earns, so does Wichita. 


Because it ranks among the nation’s top 
few in retail sales and employment indexes, 
Wichita is aptly called “The Pocketbook 


People like to work 


and spend their money here, especially 
for the things advertised over KFH, that 
Selling Station for the Southwest. 


THAT SOLID SECTION OF 
KANSAS’ RICHEST MARKET g 


WICHITA IS A HOOPERATED 


WICHITA 


. CALL ANY PETRY OFFICE 


“Ford's out Front 
from a Woman's 


Angle” 


A “1 don't know syntenc coamel 
from a bor of my cildren’s paints .. 
but # synthetic enomel ib whet # 
fakes to moke thot beauiltd, shiny 
ford nish fe all for it! 


3. “Peter, he's my teen-age son, 
tells me thot ‘ford & the only car im 
ts price dass with @ chore of o 10) 
honepower V-8 engine of o brilient 
cow Six, He soy no matter whieh 
engine people pick, they re out front 
with Ford! 
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ble ride — one 


4. “The interior of ow Ford bs 
trictty my department Is tadored 
with the dreomiawt broodcoth Such 
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hetp design Ford intevion. There's 
cortainiy @ women's touch there! 
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¥ future 


FORD COPY COURTS THE GIRLS—Ford Motor Co. is using color pages, 

slanted for feminine interest, in the March issues of Good Housekeeping and 

Ladies’ Home Journal and April issues of Household, McCall's and Woman's 

Home Companion. Insertions will follow in May and June. J. Walter Thompson 
Co. is the agency. 


management. Today we have only | been holding meetings with deal- 
400—but they are better trained | ers all over the country. Every 
and better paid. Each will be a/| Ford dealer has been asked to pick 
business management specialist,| his Chevrolet ‘man.’ We'll do all 
capable, if need be, of stepping in| we can to help him match his rival 
and running a dealer’s business. in facilities, financing, manage- 

“Our slogan is ‘Beat Chevrolet| ment and spirit. We intend to 
: |}support him with good products 


Now.’ In recent months we've | 


equipped with the NEW, LARGER 1” SWING-O-RING 


® LOOK—Expensive and Luxurious 
@ FEEL—Like Real Leather 
® WEAR—Excellently 
®@ COST—Comparatively Little 
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and services and vigorous promo-|of $10 per Ford, $15 for Mercury , Saturday Evening Post and Time.) Ford’s example in cutting their 


tion. 
Confident of Success 


“There are several good reasons | 
why we think we'll beat Chev- | 
rolet: 

“1. Ford will definitely excel in | 
products. | 

“2. Ever since we first acquired | 
Lincoln 25 years ago, and espe- 
‘ially since 1938, we have been 
handicapped by trying to sell a/| 
Lincoln and then a Mercury 
hrough the Ford dealer organiza- 
tion. The separation will give 
both groups a better break. 

“3. Every district manager for- 
merly was responsible for produc- 
tion, personnel relations. sales and 
everything else in his area. Now 
in addition to a district manager, 
we have in each area a regional 
manager, concentrating entirely 
on sales. 

“4. In addition to our revital- 
ized Ford field force, we now have 
a separate field force for Lincoln- 
Mercury. 

“5. More important, we’ve reor- 
ganized every division of the com- 
pany under men who we believe 
are better and who will work with 
everyone else as an_ effective 
team.” 


Major Advertising Changes 


Another slogan for dealers is 
“Teamwork Means Leadership.” 

Ford made major “advertising 
news” several times in 1946. Once 
(AA, Aug. 26) was the appoint- 
ment of J. Walter Thompson Com- 
pany to handle dealer advertising | 
in the 23 areas which had been 
served by Maxon, Inc. Thus) 
Thompson now has not only the} 
national or factory, but all 33 | 
dealer areas. 

Three months later (AA, Dec. 9) 
Ford was reported as doubling its 
per-car advertising budget. Ford 
dealers, it was said, would be as- 
sessed $10 per car for national ad- 
vertising and another $10 for 
dealer cooperative advertising. 
Similarly $15 and $15, or $30, 
would be devoted to each Mer- 
cury, and $20 and $20, or $40, for 
each Lincoln. 


Local Funds Vary 


Actually, as explained by Fred 
C. Foy, Detroit, vice-president of 
JWT (AA, Jan. 13), “advertising 
of Ford products and parts and 
service will be paid for from a 
national fund of $10 per Ford car 
and truck, $15 per Mercury, and 
$20 per Lincoln. The local dealer 
advertising committees throughout 
the country have voted varying 
amounts for local advertising. . . 

“Announcement of the forego- | 
ing plan was interpreted by many 
as creating a fund in addition to 
Ford factory advertising, and the | 
assumption was drawn that, as a| 
result, total advertising expendi- | 
tures in various categories for | 
Ford products and services during | 
1947 would be very much larger. | 
.. This will not necessarily be the 
case.” 


May Spend $16,000,000 
| 


What happened was that some | 
weeks ago Mr. Davis discussed 
with the national dealer council 
the possibility of the dealers tak- 
ing over the company’s product 
advertising on the suggested basis 


“THERE'S PLENTY OF 
BUSINESS IN 


and $20 for Lincoln. Although this 


the plan. 


Within 10 days all dealers in| 


the 33 areas had unanimously ap- 
proved it. (The advertising is 
handled through 33 separate deal- 


|er-controlled advertising corpora- 


tions. ) 
Ford Motor Company spent 
more than $8,000,000 in national 


|or factory advertising in 1946, not | 


including dealer expenditures. Its 
total this year may be about $11,- 
000,000. The so-much-per-car pro- 


|gram of the dealers probably will 


add $5,000,000 to this—making a 


| total of $16,000,000. 


How Copy Is Running 


Although Ford will not reveal 
future media plans, five “central 
fund” campaigns appeared in 
magazines, farm papers and busi- 
ness papers in January and Feb- 
ruary. Ford cars were advertised 


in Collier’s, Life, Look, Newsweek, | 
Mechanics, | ers. Some suppliers have followed | 


Pathfinder, Popular 


Ford trucks used Business Week, 


/group was not empowered to act | Newsweek, Saturday Evening Post, 
on this for all dealers, they favored | Time and U. S. News, Capper’s 


| Farmer, Country Gentleman, Farm 
Journal, Progressive Farmer and 
|Southern Agriculturist, and 108 
vocational and trade publications. 
Mercury cars had Collier’s, New 
Yorker, Saturday Evening. Post 
and Time, and Lincoln the same 
four with Newsweek replacing 
Collier’s. 

The Ford industrial and marine 
campaign covered 17 vocational 
and trade papers. 


| Price Reduction Welcomed 
| The recent Ford price reduction 
/ad in newspapers, Mr. Davis said, 


| was handled and paid for by the 


'factory—as will other spot news| 


|or “emergency” campaigns. 

| Incidentally, Ford dealers and 
| suppliers responded enthusiastic- 
‘ally to the price reduction an- 
| nouncement. Within 24 hours the 
| company received 3,000 telegrams, 
| probably half of them from deal- 


own prices. Others who had 
planned price advances decided 
not to go ahead with them. 

Ford has evidence to prove that 
its vigorous and varied advertising 
program — embracing magazines, 
radio, newspapers, outdoor, comic 
sections and supplements, motion 
pictures and direct mail—is un- 
usually effective. Some reader- 
ship studies have shown Ford “ob- 
servation” to be twice as high as 
that for advertising of any other 
motor car manufacturer. 

The biggest news which the 
company will make probably will 
be announcement of the really- 
new postwar cars. The new Ford 
—which incidentally will not ap- 
pear this year—‘will incorporate 


nr 


57 


more changes,’ Mr. Davis said, 
“than any Ford car since the Model 
A was introduced in the spring of 
1928. We believe that the an- 
nouncement campaign for it will 
be even more sensational. The new 
Ford, among other things, will be 
lighter in weight, but it won’t be 
a small car. We hope to reduce 


the price. 

“The new Mercury and Lincolns 
probably will not appear until 
1948. They’ll be worth waiting 


for, too—and worth promoting by 
our new team.” 


Grocery Group to Meet 


The Grocery Manufacturers of 
America will hold its mid-year 
meeting at Skytop Lodge, Skytop, 
Pa., June 9-11. 


Your advertising to a 


most profitable field through 
the most profitable medium 
will produce the best results 
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No...she waits on your customers 
in a Hardware Store 


That is, they could be your customers if you te// and 
sell the Hardware Merchant. 
Telling is very important because customers ask 


questions, Everyone 


in a hardware store — from 


proprietor to the young lady in housewares — must 
be informed of new products, new uses; and reminded 


of older ones. 


Hardware Age subscribers are regular readers of 
Hardware Age advertising. It is their prime source 
of product information. 


NET PAID 


CIRCULATION 


The only 100% wholly voluntary, paid-in-advance trade 
circulation in the national hardware field. Renewal per- 


centage 86.99%. 


Hardware Market. 


@® ' 


Say the word and a Hardware Age representative will call 
and present additional facts regarding the billion-dollar 


72 


Hardware Age 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 
A CHILTON & PUBLICATION 


Charter Member * 


100 EAST 42ND STREET NEW YORK 17, N. Y. 


‘in 


4 


Fdli'for 
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More than 90% of the firms who tell and sell the 
national Hardware Market advertise in Hardware 
Age — more than 50% of them exclusively. 

More than 19,400 hardware store owners and sales- 
men voluntarily pay in advance to receive Hardware 


Age 26 times a year... 


In addition, more than 5,300 executives, buyers and 
jobbers’ salesmen in the firms that do 100% of the 
wholesale hardware business, voluntarily subscribe 


to Hardware Age. 
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Reviews Fair Trade 


Movement's History 

To the Editor: I have read with 
a little regret and no little concern 
your editorial on fair trade laws 
appearing in the Jan. 6 issue. I 
am disturbed because I do not 
think this gives a true picture of 
the situation as it is developing 
and leaves the impression that cer- 
tain large department stores have 
been trying to create — that fair. 
trade laws are onerous, costly and 
monopolistic. For nearly 15 years | 
I have been associated with the fair 
trade movement. Based on my ob- 
servations, I feel that the last 


‘order that I may make my posi- 


tion clearer, I would like to re- 
view a little history, also. 

Behind all of this fair trade 
movement lies a fundamental clash 
of two schools of marketing phil- 
osophy. The first is comprised of 
those who believe that the most 
significant thing in merchandising 
is the reputation of an individual 
store. I mean by this that the 
name and acceptance of the store 
is more important in securing a 
‘sales volume than the name of any 
'products that might be handled. 
|It is in this school that we find the | 
great department stores. Their 
objective is to build their traffic, 


paragraph of your editorial is not! ‘to build their reputation and to 


accurate. You build up your argu- 
ment by a reference to the history 
of the fair trade movement and in 


establish acceptance for house 
names and private brands. 
| They believe, sincerely, that | 


ey. Ae PORLACTIA 


This department is a reader’s forum. Letters are welcome. 


Reese SM ES 


= ae 


nationally advertised brands are 
only a vehicle to aid them in their 
climb through a process of price 
exploitation which draws to their 
outlet new traffic from a_ price- 
conscious public. Whether or not 
the customers bought the loss- 
leaders was another matter. Some 
“pine boards” and perfumery 
chains had organized training 
|courses in switching customers 
and, in spite of advertising cut 
prices, sales of loss-leaders were 
switched into long-profit,  off- 
brand merchandise. Many big de- 
partment stores of reputation 
would and did sell nationally ad- 
vertised brands at a loss, feeling 
‘that they could make it up on)! 
other business which carried long 
profits. 

The second school of merchan- 
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dising 
nationally advertised brands. Only | fair trade laws before the Miller- 
rarely are they concerned with | Tydings bill was voted. 
sales campaigns of 
stores. 
ture profits lies on repeat orders | 
from satisfied customers who buy | tion with similar or substitutab 
recognized trademarks. 
theory, they seek the greatest pos- | at which his line could be sold i 
sible number of appropriate out- 
lets and then seek to attract cus- 
tomers to those outlets by pre- 
, selling 
brand dependability through con- 
sumer advertising. 
the appropriate outlet may be, 
sales depend more upon the con- 
'tinuity in advertising the brand 
name than in the aggressive pro- 


‘there developed the 
'clash of interests. 
claimed (and with some justice) 
|that when they bought any mer- 


|they wished. The advocates of the 
/other school admitted the pur- 
_chaser’s right to sell the merchan- 
'dise at any price he cared to, but 


includes those producing | 


individual | 


The premise of their fu- | 


On this | 


their brand name and 


Whatever 


motion of any individual store. 
Now, against this background 

inevitable 

The first school 


chandise they could sell it at any 
price they chose, taking a loss if 


insisted that this right did not in- 
clude the trademark. If any dealer 
wished to break the established 


/product which might have pub- 
lished a minimum price, it could 
not be done without hurting the 
maker’s reputation unless the re- 
tail dealer took off the label. I do 
not recall any store taking the 
label off any product to meet this 
request. I doubt if any right- 
minded merchant did. 

However, some able jurists felt 
it was just and, with such ideas | 
in mind, the late Justice Brandeis 
and Senator Arthur Capper joined 
in organizing an educational group 
now known as the American Fair 
Trade Council. I was, for a while, 
a director of this council and, dur- 
ing the period when Wright Pat- 


| tion. 


|ing consumer reactions, 


|priced too high, 


man and Senator Tydings were 
campaigning for federal fair trade 


much discussed and clearly de- 
fined. It is a peculiar tradition of 
our legislative history that when 
the people want corrective laws, 
they find expression first on the 
statute books of the states and/| 
later in Congressional action. It} 
was so with the anti-trust laws | 
'and also with fair trade legisla- 
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Over 40 states had passed 


Thes 
state laws merely allowed th: 
manufacturer of any trademarke:| 
product in free and open compet 


products to set the minimum pri 


the public. 

These related to intrastate busi- 
ness only. The federal law mere! 
said that what was legal in an) 
state would not be considered i!- 
legal. If a manufacturer, like 
Gillette in Massachusetts, which 
had fair trade laws, wished to pro- 
tect his retailers from unfair com- 
petition in New Hampshire, which 
also had fair trade laws, his ship- 
ment from one state to the other 
would be interstate commerce and, 
without the Miller - Tydings bill, 
he might be involved with the De- 
partment of Justice. 

So much for the background. 
The principle of protecting the 
price of an advertised product in 
free and open competition is just 
as sound as it ever was. It has 
long been recognized in laws 
which prevent the passing along 
of insurance premiums to custom- 
ers. It is conventionally used in 
resale agreements in practically all 
financial underwriting syndicates. 
It has been opposed principally by 
certain large department stores 
who felt that fair trade laws de- 
prived them of a _ competitive 
weapon. Most of the fine-sound- 
such as 
you quoted, can be traced back to 
such sources for their inspiration. 
Consumers are not done injustice. 
If some competitive product is 
the customers’ 
remedy is to buy something else, 
for the courts have now strength- 
ened fair trade by protecting con- 
sumers against any abuses through 
fair trade contracts. This is my 
reason for disagreeing with some 
fair trade champions who be- 
moaned the recent Eastman Kodak 


‘legislation these basic points were |decision, which disallowed East- 


man to take advantage of mini- 
mum price contracts for Koda- 
chrome film. The courts said fair 
trade could not apply in this case 
|because there was no immediate 
‘competitive or substitutable prod- 
}uct and, since they had a present 
| monopoly of certain color - film 
business, they could not legally set 
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the resale price for such non-com- 
oetitive merchandise. 

An increasing public awareness 
hat fair trade laws have not in- 


sreased over-all prices has led to| 


1 gradual broadening of fair 
rade contracts. Originally, nearly 
10% were in the drug field. The 
lirectors of the American Fair 
trade Council have 
ppliance people, hosiery manu- 
‘acturers and carpet-sweeper 
manufacturers. The present presi- 
dent is a manufacturer of auto- 
mobile accessories. Some of the 
drug manufacturers who once) 
thumbed their noses at fair trade | 
contracts have, within the past 
year, changed their attitude and 
are now selling under integrated | 
price - maintenance agreements. | 
They found that when their trade- 
marks became a merchandise foot- 
ball, kicked around principally 
among the cut-rate stores, they 
lost some of the prestige which | 
insured repeat orders as well as a 
living profit margin for the dealer. | 

In the competition that is com- 
ing, the 
will be too important to allow the 
suggestion of Orphan Annie mer- 
chandising methods. Further, your 
writer may not be aware of the 
latest trends in fair trade accept- 
ance. This springs from the in- 
creasing awareness of department 
store operators that fair-traded, 
nationally advertised brands are 
not hurtful to their own business 
and are useful for increasing their 
profits. With the rising cost of 
operation, the theory of the loss- 
leader is fast fading, for the cost 
of selling any unit at a loss can- 
not be escaped and must be made 
up out of the profits of some other 
item the organization must spend 
more money to sell. 

Personally, I feel that the fair 
trade movement is a definite social 
and economic trend. The anti-loss 
leader movement is fully as sig- 
nificant as the anti-trust move- 
ment of 50 years ago. It seeks to 
protect by legal machinery certain 
inherent property rights which the 
owners cannot otherwise protect 
themselves. Let me sum it up this 
way and you will see what I mean: 

Anti-trust laws were passed to 
protect the individual against op- 
pression from a group. Fair trade 
laws were passed to protect a 
group from hurtful injury from an 
individual. Once, perhaps, only 
the corner store was interested in 
fair trade. The corner-store mer- 
chant became articulate because it 
meant survival. Now, however, 
big stores and big business and, 
contrary to your editorial claims, 
most big advertisers all realize 
that Fair Trade Laws provide in- 
surance for the most important 
business assets of all—the good 
will that comes to nationally 
known brands through the repeat 
orders of satisfied customers. 

LEAVITT C. PARSONS, 

Publisher, The Apothecary, 

Boston. 

[Editor’s Note: While Mr. Par- 
sons’ discussion is far longer than 
we should publish in this depart- 
ment, we are glad to break prece- 
dent because it is an unusually 
good exposition of the fair trade 

se. We should like to point out, 
however, that protection against 
loss-leader selling and fair trading 

e not identical. One prevents a 

etailer from selling at an actual 

s, while the other prevents him 

mm selling below a fixed resale 

ice, which price includes a re- 
tailing profit, presumably set at a 

vel which will satisfy the profit 
requirements of all retailers, no 
atter what degree of efficiency 
they may bring to bear on their 
erations. ] 
v v v 


Suggests Educational 
Job for Railroad Ads 


To the Editor: On this nice, 


aceful, quiet Saturday afternoon 
have been catching up on my 


represented | 


implications of quality | 


— including some back is- 
sues of ADVERTISING AGE. 

I am not often moved to “write 
the editor” but I can’t resist it 
this time. 
| In your Jan. 13 issue, the lead 
editorial on ‘“$100,000,000 in Rail- 

road Copy” struck me as an un- 
| usually fine example of construc- 
tive common sense advice of the 
kind that will help strengthen the 
| position of advertising generally. 

However, I was very much sur- 
prised that in enumerating the 
sound jobs that advertising might 


| do for the railroads, no mention | 


was made of what to me is the 
| all important job of educating the 
| public (railroad labor, shippers, 
|travelers and just plain folks) to 
a better understanding of the 
problems the railroads face in 
providing a progressively better | 
| Service. 

It seems to me that in this 
course of advertising action lies 
| the one possibility of getting rid 
'of punitive taxes, political bait- 
/ing, featherbedding, subsidized | 


competition and many other ills 
‘that contribute so largely to de- 
priving the public of better serv- 
ice, lower distribution costs and 
therefore lower prices on the 
commodities they buy, etc. 


| worked executive to find sections 


Let me repeat again that I} 


think the editorial as it stands is | 
unusually sound and constructive. | 
But I do believe that a very sub- 
stantial chunk of Mr. Young’s | 


$100,000,000 could well be devoted | bunch who 
to the task indicated above to the| George Ade and _ his 


great benefit of the country. 
JAMES O. PECK, 

James O. Peck Company, New 

York. 

[Editor’s Note: Mr. Peck’s point 
is well taken. The editorial dis- 
cussed only “straight selling” ad- 
vertising, but obviously other 
| phases of the problem are equally 
| important. J 

i 


‘The Name Is Copy Cub, 
‘Sir, Not Copy Cat 


To the Editor: Have the kind- 
ness to consider some method of 


ithe verse which 


identifying issues say, by a sketch 
or at least a date one can see with- 
out glasses. Also enable an over- 


which come under the head of 
Must for him. 

The often “Rough Proofs” of 
| Copy Cat often need clarifying or 
'a jargon glossary when they are |< 
| Greek to all but the old Chicago | 
knew my friend| 
lines, as | 
“Porter is the coast clear?” and | 
immortalized a) 


| product he was interested in. | 


| 


| 
| 


| became of Cascarets?”’ 


en 


Copy Cat’s paragraph regarding 


“the $85,000,000 laxative market” 


“Whatever 
The an- 
that true to 


broadcasts the query 


swer, of course is, 
the advertiser’s claims they went 
down the sewer. Some light is 
shed on this by George’s verse: 
‘Mary had a little watch; 
She swallowed it one day, 
And now she’s taking Cascarets 
To pass the time away.” 
C. W. Srrcu, 
Sirch Filters, Los Angeles. 


men with adequate capital. 


548 So. Spring St., 


INTERESTED IN A CALIFORNIA BUSINESS? 
e@ Special Service For Executives 


If you are planning to live in California and want to buy an established 
business in your field, we can help you. 
Write to — 


JOHNSON, LEVEQUE & COMPANY 
Los Angeles 13, Calif. 


Inquiries invited from business- 
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The Jo 


aa a ce 


pe this. 


As he puts it, *The extra money we've made by catching 
\ top markets is in great measure due to your help." 
bos = Bo. D.B« 


Where Prairie Farmer- 


WLS Influence is 
Concentrated Among 
14,000,000 People 


TALKIE 


have a new: 


listening to WLS, 


»>>»-- > 
>> 


hn Ackers 


the John Ackers, 


Acker. 


In more than 20 years of reading Prairie Farmer and 
like many another "Lincoln 
4 Land" family, have become pretty close friends of ours. 
We're glad when John gets top price for his hogs, 
usually does through keeping posted on the markets. 
Naturally we were pleased to hear about the new 
kitchen he installed for Mrs. 
bees and refrigerator, 
‘ fluorescent lighting! 
warm air heating system and a water softener, too. 
figures Prairie Farmer-WLS is partly responsible for all 


New electric range 
gleaming sink, hand-made cabinets and 
He's recently installed a forced 


which he 


John 


“Mapncatys A lai 


President, Prairie Farmer 


and WLS 


ARE “BREAD AND BUTTER”’ 


IN “LINCOLN LAND” 


Because so much of the basic income of “Lincoln Land” depends on 


people ce 


ARME: 


CHICAGO 


BURRIDGE D. BUTLER, President 


Whatever service best answers a basic need in 


the service Prairie Farmer-WLS gives. 


Market 


reports, 


A TEAM THEY 
PENETRATE DEEPER 


markets, Prairie Farmer-WLS has always given them special attention. 
Prairie Farmer's analysis of market trends in every issue ties in closely 
with the 17 daily WLS 
vegetables, butter and eggs. 


reports covering livestock, grain, poultry, fruits, 


“Lincoln Land” is 


like weather 


and the dozens of editorial reports on farm problems and methods every 
issue, are a big reason for the reliance placed on us by the 14,000,000 
Lincoln Land’’—a big reason hy we can so effectively intro- 


duce manufacturers of worthy products to this rich rural-urban market. 
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Scripto Reveals 
‘Long-Writing’ 
Fountain Pen 


ATLANTA — Scripto, Inc., which 
claims to produce more mechanical 
writing instruments than any other 
company, has announced a new | 
Scripto “long - writing” fountain | 
pen. 

Not a ball pen, it holds 2.65 cc. 
of conventional ink, “0.65 cc. more | 
ink than the pen with the next) 
largest ink capacity.” A _ special | 
Solidium point gives constant flow 
of ink, because replenishing of the | 
ink supply is not dependent on 


The HOSIERY industry 


RETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively 


KNIT GOODS WEEKLY{ 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


| drive. 


sat ay, 
Wig Maal gh 


| flexing of the point. 


Advertising and promotion plans 
are being prepared for a national 
Ads will also promote a 
new matching Scripto thin - lead 
mechanical pencil. Each product is 
offered in four colors. 

Tucker Wayne & Co. here is the 
agency. 


Council Names Schramm 


Wilbur Schramm, director of 
the school of journalism, Univer- 
sity of Iowa, has been elected 1947 
chairman of the Council on Radio 
Journalism, Inc., Washington. 
Mitchell V. Charnley, professor of 
journalism, University of Minne- 
sota, was named vice-chairman, 
and Arthur C. Stringer, director 
of special services, National As- 
sociation of Broadcasters, was 
named secretary-treasurer. 


‘Pollock Joins Parrish 


R. V. Pollock has resigned from 
J. Walter Thompson Company, 
New York, where he wrote copy 
on Shell and Pan American Air- 
ways, to head the new business 
department of Amos Parrish & Co. 


Burroughs Plans 
Expanded Campaign 


Burroughs Adding Machine 
Company, Detroit, is planning ad 
schedules beginning in early 
spring in five consumer maga- 
zines and about 50 business papers. 
Full pages in two and four colors 
will appear in Collier’s, Fortune, 
| Newsweek, Time and The Satur- 
day Evening Post. In continued 
schedules in business papers, color 
will be used for full-page ads. 
Copy will also appear in several 
financial dailies. Opening copy in 
the campaign will feature the new 
| Burroughs trademark. 


‘Five Appoint Blaco 

_ Blaco Advertising Agency, To- 
ledo, has been appointed to handle 
the advertising of Ettl Furniture & 
Mfg. Company, Toledo; Toledo 
‘Automotive Trades Association; 
-Consolite Corporation, Fremont, 
embossed and reflectorized metal 
signs, and mirror - glass - plastic 
specialties; Illinois Brick Com- 
/pany, Chicago, building brick and 
'building block; and Garlinghouse 
|Company, Topeka, home plans and 
| architectural service. 


- 


For more 


the nation’s leading art directors 


have learned to rely on... 


Mon 


“iNoustay TIMES - HI 


sen: Chicago 
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than a quarter of a century 
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WASHINGTON—Department stores’ 
dollar sales volume the second 
week of February was 18% greater 
than in the same week of 1946, 
according to the Federal Reserve 
Board. A 2% 
ported for the first week of the 
month. 

Part of the gain is attributable 
to 45, 44 and 26% gains, respec- 
tively, in Philadelphia, Pittsburgh 
and New York, which were ex- 
ceptionally great because power 
and transport troubles held sales 
down in those three cities in the 
corresponding ’46 week. 

With prices estimated at least 
20% higher generally than a year 
ago, the 18% dollar volume gain 
is believed to indicate that the 
stores’ unit sales are at best run- 
ning even with those a year ago. 

Of the cities reporting, the only 
year-to-year losses in dollar vol- 
ume were 5% decreases in Little 
Rock and Wichita. Gains by dis- 
tricts ranged from 5% in the At- 
‘lanta (sixth) district to the 40% 
|gain in the Philadelphia (third) 
district. 


% Gain Over Same 
Week Last Year 
Week Ending 


Federal Reserve Feb. Feb. Feb. 
district and city 1 8 15 
UNITED STATES... 10 2 18 
Boston District ... 17 9 17 
New Haven 7 —1 13 
2 ee 21 12 19 
Springfield .... 17 5 2 
Providence ..... 8 4 6 
New York District 15 1 23 
oo 2 |g rea S 6 12 
Po ee eee 6 —7 13 
NOW ZOFrE 6.045% 14 2 26 
Rochester ...... 11 7 14 
Syracuse ....... 29 19 29 
Philadelphia Dist..r23 6 40 
Philadelphia ....r1l 7 45 
Cleveland District. 12 —3 24 
TEMP ee ee 2 12 11 
Cincinnati ....<. —l1 r—10 2 


gain had been re-| 


Federal Reserve Figures on Department Store Sales 


| 


| 


| 
| 


| 


Cleveland ...... 16 —4 1 
COLGMUUS s.ccss 12 —10 2: 
WRIOO: oes 00s 00% 6 6 19 
gi es, as 19 -—4 44 
Richmond District. 6 1 { 
Washington .... 2 0 1 
Baltimore ...... 11 3 13 
Atlanta District .. 9% r5 5 
Birmingham .... 7 1 +. 
| RA er ee 13 23 17 
pA eee 5 ro 1 
New Orleans ... 22 8 1 
NWGSAVILIG 2.0.00 9 2 11 
Chieago District .. 1 r—l 18 
ol ecre reer 5 1 23 
Indianapolis .... 5 —1l1l 15 
| 3 —f6 i) 
Milwaukee 4th —6 20 
St. Louis Dist..... 13 —1 11 
Little Rock .... 90 —9 —h 
Louisville ...... 2 —10 16 
ee eee 20 1 13 
BEGUAINIS 2.02055. 15 3 4 
Minneapolis Dist... 
Minneapolis 
ey WE b4aaa ees (Not available) 


Duluth-Superior. 


Kansas City Dist...—2 r—1l 11 
pe ee 10 30 16 
tb —j —18 —h 
Kansas City ....—8 —4 16 
St. Joseph ..... —14 —5 14 
Oklahoma City. .—2 ~-1 15 
po! Ree 3 0 10 

Dallas District .... 9 ro 8 
Br eee ee 7 —4 5 
Fort Worth ..... 7 r0 3 
FIOUStOR  ivicsccs 23 2 10 
San Antonio .... 14 8 20 

San Francisco Dist. 15 12 12 
Los Angeles Area 18 11 12 
ea eo baad tl ¢ 
San Francisco .. 8 4 5 
POPEIGNGA 2c escs 11 24 17 
Salt Lake City .. 15 9 20 
BOREUEO <6 kiecc-aees 0 15 16 


r—Revised. 


**Data not available. 


Elects Madar a Director 


Michael J. Madar, vice-president 
in charge of production for Len- 
nen & Mitchell, New York, has 
been elected a director. Mr. Madar 
joined the agency in April, 1928, 
as production manager and was 
named vice-president in October, 
1944. 


' ITS A LONG CALL 


NEW YORK ty NEW DELHI... 


... but this executive is on to the ‘‘right numbers” ! 


The Hindustan Times (English) and the Hindustan (Hindi) are both 
“musts” for effective coverage of Northern India, not only because of the 
| wide territory they blanket, but because the quality of their readership 
is so high. 


Published daily from India’s Capital City, New Delhi, they circulate 


Delhi 


throughout the 


Province, the Punjab, 


N.W. Frontier Province, 


The United Provinces, Rajputana, Central India and the Central Provinces 


In English 


(~ Executives, please note 
4 men copies, etc. from:— 


full particulars, speci- 


THE HINDUSTAN TIMES LTD., 2/3 Salisbury Court, 
Fleet Street, LONDON, E, C. 4. 


Cables: HINTIMES, 


LONDON. 


In Hindi 
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Ad Idea Builds 
$1,000,000 Home 
Design Business 


(Continued from Page 1) 


Mr. Robinson estimates, probably 
300,000 have been distributed. At 
any rate, as the booklets found 
their way to home-starved people, 
thousands of letters came back 
asking if Timken had the building 
blue prints for the homes illus- 
trated. Timken didn’t, and neither 
did the architects. 

Mr. Robinson was_ obsessed 
with the idea that where there 
was so much demand, there ought 
to be some supply, and he sug- 
gested that Timken (which didn’t 
have anything to sell to the pub- 
lic anyhow) might give the in- 
quirers what they wanted and 
build a profitable side line, too. 
When he mentioned that the idea 
would probably take $50,000 or 
more in development money, Tim- 
ken officials indicated, none too 
gently, that he might be a little 
touched in the head. But Mr. 
Robinson was an adman with an 
Idea, so in February of last year 
he resigned and started off on his 
jwn, organizing Home Planners, 
Inc., in Detroit. 


Man With An Idea 


He had had 18,000 of the Tim- 
en letters analyzed and found 
hat Richard Pollman’s ranch type 
omes outpulled the others about 
10 to 1, so he knew which design- 
er he wanted. He also wanted 
other things: 

“My idea,” he says, “was to 
furnish not only the blue prints 
but also to make an exact 4” 
scale model in full color available 
at a price the average family 
‘ould afford. Most people can’t 
isualize what a home will look 
like from a blue print or a picture 
showing one side only, but the 
scale model would show it ex- 
actly. 

“T planned a series of 25 of Mr. 
Pollman’s most popular homes, 
but when I got into the four-color 
plate cost, plus architects’ fees 
and artwork, I found I needed 
bout $180,000, which I didn’t 
have—my assets when I left Tim- 
ken added up to 5 or 6% of that 
total.” 


How to Get $100,000 


So Mr. Robinson, still the man 
ith the Idea, went out to sell it. 
He went to designer Pollman; 
Pollman agreed to furnish the 
plans and get his money if and 
yhen. Then he and Pollman went 
‘o the Detroit art firm of Di Marco, 
Fitzgerald and Whims and got the 
ame agreement from them. Now 
they were all set—except for 
$100,000 worth of plates. For this 
item, the enthusiastic Mr. Robin- 
son and his cohorts approached 
Philip Filmer, head of the Gen- 
eral Motors photographic divi- 
sion. Mr. Filmer was interested, 
but to stick his own neck out, and 
General Motors’, for $100,000 he 
thought it might be a good idea to 
have a few orders. 

Equipped with a couple of 
tand-hewn sample sets, Mr. Rob- 
mn started out to get some 
ers, and landed his first one 
June 25 last year, followed by 
eral other small orders, prin- 
ily to newspapers, which 
re to run stories on the scale- 
jel cut-out home, and to sell 


s item, blue prints and a book | 


home designs. These orders 
re interesting, but not particu- 
y significant. 

‘he big break came when Rob- 
m took his kit to Sears, Roe- 
k in Chicago. The Sears boys 
d the idea and said they’d 
y, but when their order came 


| through on Aug. 7, calling for 
' $255,000 worth of cut-outs, blue 
| prints and books, it astounded 
‘all of them. They recovered 
| quickly, however, and immediately 
' went into production in the GM 
| plant on 25 different cut-out sets, 
printed and die-cut ready for 
pasting together; 25 different sets 
of complete blue prints; and an 
80-page “Designs for Convenient 
Living” book. The book and the 
cut-outs sell for $1.50 each; the 
blue prints are $5 a set, and deal- 
ers get 40% off on the first two, 
and 50% off on the blue prints. 


The Ball Is Rolling 


As the home builders show 
opened here last week, the organi- 
zation had already sold some 
$800,000 worth of its material, and 
the excitement and interest shown 
at the show indicate that the 
snowball is just getting started. 
In addition to Sears, the United 
States Saving and Loan League 
is pushing the item heavily among 
its members; a score or more of 


| 
| 


tions such as the Des Moines Reg- 
ister & Tribune Syndicate and The 
American Weekly are negotiating 
for the feature. 

Although Home Planners, Inc., 
has done no advertising and plans 
none, the amount of advertising 
which has already been generated 
by its products is astounding. Be- 
cause the cut-outs, plan book and 
the blue prints generate so many 
sales possibilities for building ma- 
terials, furnishings, furniture, etc., 
the item is considered a wonderful 
traffic and list builder, and Sears, 
for example, with considerably 
under half a million dollars of the 
material on order, has made a 
big feature of it promotionally, 
scheduling something like $1,500,- 
000 in advertising on it for the 
first six months of this year, 
through its retail stores. In addi- 
tion, it gets a prominent play in 
the spring flyer. 

Home Planners, Inc., itself took 
its first formal promotional flyer 
last week at the builders show 


newspapers have featured it edi-! here. It will dip more extensively 


<n 
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|torially, and numerous organiza-; into this field by .exhibiting this , each have 1242%. And all of them 
spring at the Cleveland Home and | are 


having a wonderful time, 


Flower Show, the New York/| thank you! 
builders show, and probably the | ae 


New England show. The company 
may eventually advertise to reach 
“retailers,” principally lumber 
yards, building contractors, etc., 


but it is not equipped to handle | 


single orders and does not intend 
to go into the mail order business. 


Developers Hold Stock 


President of Home Planners, 
Inc., is Philip Filmer, the GM ex- 
ecutive. Vice-president and oper- 
ating head is Mr. Robinson. Other 
vice-presidents are designer Poll- 
man and Irving Palmquist, archi- 
tect associated with him; E. M. Di 
Marco and George Fitzgerald of 
the art organization. Filmer and 
Robinson each hold 25% of the 
company’s stock; the other four 


_Adds Sales Outlets 


| United Productions of America, 
| Hollywood, has named Pathescope 
; Productions, New York, to repre- 
|}sent UPA in commercial sales in 
i the New York area. UPA also an- 
nounced a Latin American sales 
office in Havana, Cuba, headed by 
Alfredo Alvarez and Fabian Gar- 
cia, to represent UPA in advertis- 
ing, educational and commercial 
subjects. 
Whiteside Named V. P. 
Henry O. Whiteside has been 
elected a vice-president of Gard- 
ner Advertising Company, St. 
Louis. For the past three years 
he has been director of research, 
and in recent months has been 
serving as assistant to the presi- 


| dent of the agency. 


GIBBONS KNO 
J. J, 


MONTREAL, 


AOVERTIGING 


TORONTO, WINNIPEG, 


GIBBONS LTD. 


BAY STRERT. - TORONTO 
REGINA, 


WS CANADA 


MERCHANDISING 


CALGARY, EDMONTON VANCOUVER 


Look to the 


Sunday Magazines 


2. 


a ior 
Superio" 
Reproduction 


FOR 


Long Life 


FAITHFUL 
tone, duotone and full-color is assured. 
six magazines are 


THERE IS A REASON why the six Lo 
Edited Sunday Magazines are read so avidly 
cover-to-cover by over 1,246,000 subscriber- 
families. More than 90% of each magazine 
is made up of local pictures and local fea- 
tures.,.and people are just naturally inter. 
ested most in persons and events that are 
closest to them. 


REPRODUCTION 


poration, Louisville, Kentucky. 


in mono- 


rinted in the modern 
rotogravure plant of Standard Gravure Core 


HERE IS COMBINED the high reader traf- 
fic of a rotogravure pictorial section and the 


lon 


life of a well-edited magazine. Mail 


orders have peaked 11 days after publication 
and almost invariably continue to come ia 


for as long as six weeks, 


tuimes— 10%. 


Economy 
| 
| . 7 
: di cakty . tt FEM 0 Pen 
INTERESTED? 
CONTACT ONE OF THE “REPS” Jb 
O If you would like to know a ~ 


‘more about the Locally-Edited 
Sunday Magazines and their 
markets, 
office of one of the following 
Representatives: 

Company, Jann & Kelley, O'Mara & Ormobee, 

Sawyer-Ferguion-Walker Co. Or write to Stand- 
ee RR Seep. Lovisville 2, Ky. 


just. contact any 


Branham 


Monotone page ........-- 


ee ee 


Duotone page 


Full-color page 


s+ eeeeee 


y” rj é 
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Sunday Magazines | 
THE NASHVILLE TENNESSEAN *© HOUSTON CHRONICLE 


| 
LOUISVILLE COURIER-JOURNAL © COLUMBUS DISPATCH 
NEW ORLEANS TIMES-PICAYUNE-STATES © ATLANTA JOURNAL 


THE SIX Locally-Edited Sunday Magazines 
are available individually; in any combina- 
tion; or as a single-order, single-copy, single- 
billed package. Frequency discounts: 7 times 
—3%, 13 times=5%, 26 times—7%, 52 


SIX MAGAZINES—1,000-line PAGE SIZE 


$3,285.00 


3,645.00 


4,125.00 
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Cones Box Car 
Crisis Cuts U. S. 
Newsprint Supply 


Cxuicaco — Newspapers in most 
parts of the U. S. have quickly felt 
the pinch of the Canadian box car 
shortage that has shut down sev- 
eral large paper mills and tied up 
newsprint deliveries. 

Among papers now rationing na- 
tional advertising are the Chicago 
Times, Dallas News, Detroit Times, 
Hartford Times, Jersey Journal, 
Miami Herald and News, New Or- 
leans Item, the new Philadelphia 
Sunday Bulletin and many others. 
Restrictions range from a limit of 
28 lines per advertiser in the Mi- 
ami dailies to omission of all ad- 
vertising last Monday in the Pa- 
triot-Ledger, Quincy, Mass. 

The Philadelphia Sunday Bul- 


letin chopped 100,000 off its circu- 

| lation and reduced its number of 
| pages Feb. 23. The Dallas Times- 
| Herald has begun publishing its 
| Saturday edition in smaller, tab- 
| loid size. 


Will Last Several Weeks 

The car shortage is expected to 
last several weeks. Three factors 
in the crisis are: (1) failure of 
U. S. railroads to return Canadian 
cars to Canada; (2) heavy snow- 
storms tying up branch lines in 
western Canada, and (3) diversion 
of box cars to move wheat to ports 
for shipment to Great Britain. 

The Canadian government has 
given special priority for cars to 
seven large newsprint mills shut 
down in Quebec, Ontario and New 
Brunswick, and they are expected 
to reopen soon. Operators of sev- 
eral hundred sawmills may have 
to close their mills, however. 

Cranston Wiiliams, general man- 
ager, American Newspaper Pub- 
lishers Association, said that the 
priority given newsprint mills does 
not solve the transport problem 


and that U. S. dailies should warn 
advertisers and the public of im- 
pending newsprint shortages. 


NEA, ANPA TO AIR 
NEWSPRINT PROBLEMS 


WaASHINGTON—The Senate small 
business committee will hear rep- 
resentatives of the National Edi- 
torial Association and the ANPA 
this week in an effort to find a 
solution to the newsprint crisis. 

With many papers suspending 
display advertising, the committee 
decided last Tuesday to postpone 
more general testimony by Morris 
L. Ernst, newspaper legal expert, 
in order to deal immediately with 
the narrowed, but more immedi- 
ate phase of the newspaper prob- 
lem. 

Following the hearings on news- 
print, which are to start March 4, 
the committee will turn to more 
general problems, including mo- 
nopolistic practices questioned in 
the recent report by Sen. James 
Murray (AA, Feb. 3). 

The committee has asked Ed M. 


B.P.O.E. 


means 


BUYINGE 


ST 


PEOPLE 


ON 
EARTH! 


Everybody knows that BPOE stands for the Benevolent 


and Protective Order of Elks. 


It also stands for 825,000 


of the Buyingest People On Earth. 


Why are the Elks such Buyers? 


Because they can afford 


it. More than half (51.1% to be exact) of the 825,000 


Elks own their owm business. 


Another 16.6% are profes- 


sional men—doctors, attorneys, judges, architects—all men 


of stature in their community. 
ployed key business executives. 


Still another 15.3% are em- 
And they all read The Elks 


Magazine, page-by-page, from cover-to-cover. 


Bla 


we ©, A 2 eM EE 


Anderson, chairman of the NEA 
newsprint committee, to testify on 
Tuesday. Mr. Anderson, publisher 
of the Transylvania Times, Brev- 
ard, N. C., represents 6,000 weekly 
and small daily newspapers most 
critically affected by the current 
shortage. 

He will be followed by Cranston 
Williams, general manager of the 
ANPA and a member of ANPA’s 
newsprint emergency committee. 

The current crisis is traced to 
weather conditions, and a shortage 
of box cars at Canadian mills. 
While newsprint carloadings are 
about the same as last year, with 
increased demand nearly 13,000 
more cars are needed, it is said. 

Meanwhile, the House voted to 
establish a special committee un- 
der Rep. Clarence Brown (R., O.) 
to continue newsprint studies orig- 
inally conducted by the Boren 
committee during the war. 

Rep. Brown said he would turn 
first to the immediate newsprint 
crisis, then to the long-range prob- 
lem of boosting paper production. 
In dealing with the long-range 
problem, he will study possibilities 
of an Alaskan paper industry and 
research under way to build a 
southern paper industry through 


new processes utilizing slash pine 


and other materials. 


McAndrews Joins Y&R 


Robert J. McAndrews, formerly 
advertising and promotion man- 
ager of NBC’s western division, 
has joined the Bureau of Indus- 
trial Service of Young & Rubicam, 
Hollywood, to be in charge of the 


audience promotion division. 


WKZO Names Gaston 


Otis T. Gaston, formerly with 
Station KSAL, Salina, Kan., has 


joined Station WKZO, Kalamazoo, 


where he will serve as supervisor 


and editor of news. 
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Graff, Media Head 
of Ellington, Dies 


New YorK—Albert G. Graff, 48. 
in charge of media for Ellington ¢ 
Co., died of a heart attack Feb. 2° 
at his home in Pleasantville, N. y 

Before joining Ellington in 1944, 
Mr. Graff was for 13 years with 
Olmsted, Perrin & Leffingwel] 
Company and with McCann- 
Erickson, into which the former 
firm was merged in 1929. He was 
variously account executive and 
head of the media departments of 
both agencies. 

He had also been associated 
with the advertising departments 
of Tide Water Oil Company and 
Vacuum Oil Company. 


LOUIS A. BIRON 

HARTFORD, CONN.—Louis A. 
Biron, publisher and owner of the 
French - language newspaper, 
L’Etoile, died Monday night of 
pneumonia in Lowell, Mass. 


JAMES R. HADEN 

New York—James Rendall 
Haden, 57, manager of the mer- 
chandising department of the 
Richfield Oil Corporation of New 
York, died suddenly Feb. 25 at 
his home in Rockville Centre, L. I. 


Launches Plymouth Drive 


Plymouth division of Chrysler 
Corporation, Detroit, has launched 
a series of 1,250, 1,000, 800 and 
600-line ads in Sunday newspapers 
throughout the United States. The 
ads stress Plymouth’s value in 
the lowest price field. N. W. Ayer 
| & Son, Philadelphia, is the agency. 


Opens Chicago Branch 


Reiss Advertising, New York, 
has opened a Chicago office at 20 
W. Jackson Blvd., with Fred F. 
Drucker in charge. 


TUCKE 
papers 
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, Hub of a $600,000.000 Market 3 


Leading sheep-raising county of Tennessee is Wilson, famous 


also for its "First Monday" 


trading days at Lebanon, the 


county seat, and a leading county in hogs, cattle, eggs and 
lespedeza. Blankets, shirts and hosiery are important manu- 
factures. TVA power serves the entire county. Lebanon is the 
site of Cumberland University and Castle Heights Military 
Academy. Wilson is one of the nearby-counties of the 36 in 
the Nashville trading area—the $600,000,000 market blanketed 
by Nashville's two great newspapers. 


Nashville City Zone Population....... . -266,505 
Nashville Market Population............920,843 


Nashville Banner Th 
EVENING 


NEWSPAPER PRINTING 
Represented by Th 


e Nashville Tennessean 


MORNING SUNDAY 
CORPORATION, ACENT 
e Branham Company 
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of New TUCKER TAKES OFF—Seven-column Tucker copy which appeared in news- 
. 25 at papers of 22 cities Sunday, March 2, marking the first general promotion of the 
ire, L. I. new—and as yet unavailable—Tucker car. 

Drive |'Info Please’ Gives Up wae Comma  otamates ane 
Neale CBS D located, urging city officials _to 
-hry . to ocumentary listen to the program and inviting 
o> grees Parker Pen Company’s “Infor- their comments. The broadcast 


yspapers mation Please” 
tes. The JMarch 5 has been canceled by 


broadcast for| Will run from 10 to 11 p.m. (EST). 


First Ad Venture 
for Tucker Auto 
in 35 Newspapers 


(Continued from Page 1) 
it can be told ... How 15 years 
of testing produced the surprise 
car of the year,” tells a general 
story of the Tucker automobile, 
the men and facilities behind it, 
and the features it will include. 
The second ad will be built pri- 
marily around the Tucker plant 
(the former Dodge bomber engine 
plant, largest in the world), and 
the third ad will be organized 
around the Tucker personnel. 


Pilot Cars Completed 


The Tucker automobile—still in 
the design stage—has ceased to 
be the “Tucker Torpedo,” inci- 
dentally, and will make its first 
public appearance in advertising 


as the “Tucker ’48.” The plan is 
to tag the year model onto the 
Tucker name as time goes on. 

Tucker has now completed 
three pilot cars, except for bodies, 
and hopes to have them in use 
shortly. It does not expect to get 
into production until September, 
however, and the public is not 
likely to have an opportunity to 
buy one until December. The price 
has not been set, but the company 
is shooting at about $1,900. Only 
one sedan model will be built. 

The first Tucker ad ran in the 
leading Sunday papers of 22 cities 
across the country, but in Wash- 
ington, New York, Detroit, Chi- 
cago and Los Angeles, more than 
one paper was used. Paper diffi- 
culties have caused one or two 
turndowns on the copy, notably in 
Los Angeles and Pittsburgh, but 
most papers scheduled have 
cleared the space. 


Reprints Bank Series 
Aetna Casualty & Surety Com- 

pany, Hartford, Conn., has re- 

printed a series of newspaper ads 


63 


and radio copy in an eight-page 
broadside to serve as a model cam- 
paign for its agents throughout 
the country. The campaign, pre- 
pared by W. D. Lyon Company, 
Cedar Rapids, Ia., agency, was 
used successfully by a group of 
five banks and 45 insurance agents 
in that area to promote single low- 
cost loans covering both the financ- 
ing and insuring of automobiles. 


Form Research Firm 


Public Relations Research, a 
survey and research organization, 
has been formed at 6620 Sunset 
Blvd., Hollywood, with branches 
being established in Chicago, De- 
troit, New York, Washington, At- 
lanta and Fort Worth. The new 
firm will act as an affiliate of 
American Ken Consultants. 


Point of Sale TAPE 


PRINTED © CELLOPHANE © ADHESIVE 


TOPFLIGHT TAPE CO. 
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CBS in order to air a one-hour 
documentary on juvenile delin- 
quency entitled “The Eagle’s 
Brood,” based on four months of 
research into this growing nation- 
wide problem. 

Heavy promotion being given 
the broadeast includes telegrams 
from Frank Stanton, CBS presi- 
dent, to mayors of all cities in 


Names Editorial Service 


Fabricated Lightmetals Com- 
pany, New York, has named the 
public relations division of Edi- 
torial Service Associates, New 
York, to handle the public rela- 
tions of Tailored Towers, an 
aluminum tower for directional 
beam antennas for amateur radio 


operators. 
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WHERE WERE 


. 4, 
Twentieth Year 
of servingPEORIAREA 
Choosing WMBD cuts 


Twenty years is a long time in radio! 
WMBD began to serve PEORIAREA. And, 
each year we've served better, learned more 


about this rich Central Illinois market. 


YOU IN 1927? 


In 1927 


There’s 


no substitute for experience—only WMBD has 
the all-important “know-how” that insures un- 


matched sales results in the market it dominates. 


Write for new coverage maps and 


B.M.B. report just off the press. 


Firet - In Peortarea 
epG4ni.sit SOOO WATTS  cnarizs ¢ casey 
Preudent cas AFFILIATE Exec, Vice-Pres, 

PEORIA, ILLINOIS 


Free & Pelee 6 ce ep et Wational Representatives 


a thread in the loom, and will find the flaw when he may 


have forgotten its cause. — H.W. BEECHER, Life Thoughts 


The influence of a clean manufacturing plant has 
its effect, for pleasant surroundings usually reflect 
good workmanship. Air-conditioning, generous 
admittance of natural light and proper equipment 
where artificial lighting is necessary, are added 
factors of influence. * Adhering to a policy of 
progressiveness, P & A now is engaged in a remodel- 
ing program. Offices are being altered, air condi- 
tioning installed, windows of new construction 
added and the latest fluorescent lighting equipment 
adopted. Frequency Modulation radio, already in 
operation, reaches all departments. * P & A believes 
that a clean modern plant offers a better place 
in which to work .. . that it provides for a more 


satisfied personnel .. . a better product. 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 
TELEPHONE HARRISON 3732 


ELECTROTYPERS » NICKELTYPERS » MATRICE MAKERS » STEREOTYPERS 


PARTRIDGE & ANDERSON COMPANY 
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This is a backbone. 


You can’t run a good advertising agency 
without it. 


It often makes you say an honest “no” 
to a client instead of an easy “yes.” 


It means giving service instead of 


servility. 


Very often, the result is outstanding 
advertising. 


YOUNG & RUBICAM, INC. 


ADVERTISING 


New York Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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PHOTOGRAPHIC 


OF THE WEEK 


GOES INTO COLOR—Now in four-color pages in Collier's, Esquire, Gourmet, 

Social Spectator, The New Yorker, True and the New York Times Magazine is 

W. A. Taylor's consistent Martini & Rossi vermouth advertising, which has 

appeared in black and white during the past few months. Charles W. Hoyt Co., 
New York, is the agency. 


HIQUITA’ DOES IT—To demonstrate a feature of the new 1947 Norge, 
-hiquita’ Nelson tucks a bunch of bananas into the dry storage compartment 
the refrigerator. Campbell-Ewald Co., Detroit, handles the Norge account. 


Say 


REVIEW 


PRIZE-WINNER—The Beauty Fashion 
Packaging Award for 1946 went to 
Prince Matchabelli for this Crown GOOD LIVING—Ex-adman Dean H. Robinson puts together one of the scale- 


Jewel perfume container made of Lu- model homes which his organization, Home Planners, Inc., produces, and which 
cite, facet cut to carry out the jewel has grown from an idea to an $800.000 business in less than a year. (Story on 
idea. Page |.) 


hei g 


i nechoe Ou 


ly you can. 


{ PREVENT FOREST FIRES ! 
FOR EXTRA CARE—This car card, typical of the 1947 forest fire prevention campaign, was prepared by the Advertising 


Council in cooperation with the Department of Agriculture's Forest Service, and space was contributed as a public service by 
the transportation industry. Foote, Cone & Belding, Los Angeles, is handling the advertising. (Story on Page 26.) 


ing in Detroit to help the local chapter, Industrial Marketers of Detroit, celebrate its 10th anniversary. At the head table, 

left to right, are William E, McFee, copy director of American Rolling Mill Co. and past president of NIAA; Ted Emerson, 

sales promotion manager of Carboloy Co. and vice-president of the Detroit group; Lane Witt, president and general manager 

of NIAA; Forrest U. Webster, sales and advertising consultant, past president of NIAA and current president of IMD; Norm 

Kirchner, Evans Associates Co., Chicago, vice-president of NIAA, and Walter Gibson, sales promotion manager of General 
Electric Supply Corp. and secretary of IMD. 
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BUILDING DRAMA—The huge exhibit of United States Gypsum Company at the National Association of Home Builders show 
in Chicago Feb. 23-27 featured this dramatic map and canopy. Unit displays employing action to demonstrate major sales 
features of U.S.G. products completed the exhibit. (Story on Page 4.) 
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R. R. Young Seeks 
$2,000,000 Budget 
for His Federation 


WASHINGTON — With the active 
participation of railroads, secur- 
ity holders, labor unions, suppliers 
and others, Robert R. Young hopes 
to put his new Federation for 
Railway Progress (AA, Feb. 24) 
on a $2,000,000-a-year annual 
budget basis soon. 

Mr. Young made this statement 
to AA following a press conference 
launching the federation, in the 
offices of the Chesapeake & Ohio 
Railway in the Transportation 
building here, which also houses 
the Association of American Rail- 
roads. 

Later in the week, R. V. Fletch- 
er, AAR president, said that the 
new federation “offers no material 
area of conflict” with the AAR. 
The C&O, Nickel Plate and Pere 
Marquette, he added, continue to 
work with the AAR “toward such 
desirable ends as improvements 
in plant, equipment and services, 
in the most effective use of freight 
cars, and in other technological 
and operating phases of railroad- 
ing.” 

The greatest part of the budget 
would be for promotion, Mr. 


| Young said. With himself as 
chairman, the federation would 
|broaden and intensify, through 
| publication and other advertising, 
|the fight for better railway serv- 
ice and stronger railroads which 
he initiated with the “hog,” “roll- 
ing tenement” and other advertis- 
ing campaigns. 


Stettinius Heads Group 


Chairman of the federation’s 
advisory committee will be Ed- 
pward R. Stettinius Jr. (whose 
father was a partner in J. P. Mor- 
gan & Co.). Other members of 
this committee thus far appointed 
are Admiral William F. Halsey, 
retired; Clare Boothe Luce; 
Charles Edison; M. Lincoln Schus- 
ter, publisher; former Gov. Philip 
LaFollette of Wisconsin, and Al- 
bert S. Goss, master of the Na- 
tional Grange. 

Among other things, Mr. Young 
said, the federation will “lobby for 
competitive practices” in the rail- 
road industry. On the other hand, 
he would group the nation’s 135 
Class I roads into about 25 sys- 
tems, with enlarged New ‘York 
Central, Pennsylvania and Balti- 
more & Ohio systems dominating 
the East. 


Deals on the Fire 


Mr. Young has just acquired 
working control of the New York 
Central (AA, Jan. 13). His Alle- 
ghany Corporation would sell to 
the Pennsylvania its control in the 


Nickel Plate, but steps toward this 
have not yet been taken. His plans 
for launching the “first transconti- 
nental railroad have not yet fully 
crystallized.” The Missouri Pa- 
cific, Rock Island, and even the 
Harriman-controlled Union Pacific 
he has mentioned as possible mem- 
bers of this system. 

The first invitation to railroad 
presidents to join the federation 
was mailed from its Cleveland 
headquarters on Feb. 25. The 
C&O, Nickel Plate and Pere Mar- 
quette are contributing a total of 
$90,000 and Alleghany Corporation 
$25,000. 


C&O Units Support AAR 


Meanwhile, these three roads 
continue to support the “other 
than public relations” parts of the 
AAR program, such as the car- 
pool operation. Mr. Young sees no 
reason why individual railroads 
cannot support both organizations. 

Between cracks at the ICC, REC, 
SEC and other government bu- 
reaus, he pointed out that “no 
single railroad today is overcapi- 
talized;” that another increase in 
freight rates is not needed “at the 
present time,” and that one-fourth 
of all Class I roads are now in re- 
ceivership and others are in the 
red, due to “mismanagement” 
stimulated by Washington and 
Wall Street. 

Mr. Young seeks, among others, 
1,000,000 “public members” of the 
federation. 


Mearly Eoorgore Comes 


*% John S. Knight, 
Publisher 


GCREATER MIAMI 


to Miame--- 
the great, Year-Round Market 


From every corner of the globe people are flocking to 
Florida and its crown-jewel city, Miami. They're coming 
on one-way tickets, too, os every commercial and popu- 


lation index proves. 


Advertisers who have discovered the abundant harvest in 
Greater Miami's expanding year-round population turn 
naturally to The Miami Herald,—First in the state in cir- 
culation, First in advertising linage, and First in the kind 
of reader response that makes for SALES. 


“AN INTERNATIONAL MARKET” 


is Ve na 
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In a recent discussion with a 
group of business executives, I 
made the rather brash statement 
that advertising has changed busi- 
ness policies in many fundamental 
respects, and that as a result ad- 
vertisers are more and more work- 
ing in the public interest. 

The contrast between the poli- 
cies of advertisers and non-adver- 
tisers was much more clearly 
marked a generation ago, since to- 
day advertising as a permanent 
business policy is generally ac- 
cepted. But it is still true that the 
successful advertiser must neces- 
sarily adopt policies which are in 
the public interest, eliminating 
short-term and expedient devices 
in the interest of long-term brand 
acceptance and increased stability 
of markets, sales, profits and em- 
ployment. 

Here are some of the things 
which I said successful advertisers 
must do—in their own interests 
and in the public interest: 

1. Have a good product, and 
continue to improve it through re- 


By G. D. Crain, Jr. 


ee 


Advertising Influences Business 
Policies - - For the Better 


search on materials and method 
of production and packaging. 

2. Study markets — the 
and desires of people —so tha 
sales and advertising efforts wij 
create economies and convenience 
in distribution. 

3. Establish pricing policies 
which permit sharing the econ 
mies of mass production and dis 
tribution with consumers in term 
of better quality and lower price 

4. Sell the company and its pol 
icies as well as its products. 

5. Build brand acceptance as ; 
fundamental factor in the estab 
lishment of a sound financial struc 
ture. Bankers recognize the im 
portance of the salability 0 
wanted products. 

6. Build a strong sales organi 
zation through proper selectio 


and training of salesmen in thé 


principles of scientific marketing 

7. Follow policies affecting re 
lations with employes and _ thé 
community which are in the pub 


lic interest. 


McCosker Resigns; Will 


Continue as Adviser 


Alfred J. McCosker has sub- 
mitted his resignation, effective 
June 1, as board chairman of the 
Bamberger Broadcasting Service, 
operator of WOR, key Mutual sta- 
tion in New York, because of a 
“desire to curtail his activities” in 
the radio field. 

Mr. McCosker, who also is board 


,chairman of the Mutual Broad- 
| casting System, will remain a di- 
rector and “regular employe” of 


Bamberger, which he will con 
tinue to serve in a consultativ 
and advisory capacity. 


Two Name Brad-Wright 


The Cleveland Cartage Com 
pany, industrial mover, and Indus 
trial Hydraulics Corporatio 
Painesville, O., manufacturer ¢ 
hydraulic devices, have name 
Brad - Wright - Smith Advertising 
Cleveland, to handle their adver 
tising and publicity. Trade an 
executive journals will be used. 
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U. S. Special 


74,00 


All-time record 


**94%, home delivered 


Che News and 


REPRESENTED BY THE JOHN 


Charleston Is Carolina's Biggest 
A. B.C. City Zone 


and higher subscription prices 


POST AND NEWS COURIER 
Circulation Now Over 
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~ Dye Makers Unite 


Ss a 
on Compromise for 
All-Industry Code 
nd method 
kaging WASHINGTON — As FTC worked 
the neefP 2 final draft of its trade prac- 
a 2. ice code for the household dye 
ilies on industry, four major firms united 


last week on a compromise pro- 
josal eliminating many of the 
-ommission’s controversial ideas 
n labeling. 

In discussing the compromise at 
4 final hearing here Thursday, in- 
ustry members urged the com- 
mission to allow a “reconversion 
neriod,”’ once rules are adopted, 
ko that existing advertising and 
ackaging material can be used 
p. 

The compromise retains, with 
only minor editorial changes, the 
an-reaching rule on “push money” 
and demonstrators, and the rou- 
tine rules on “guarantee” and 
commercial piracy. 


Varies from FTC Version 


Industry’s passing of the rule on 
advertising allowances departs 
from standard FTC practice, which 
requires that such allowances be 
available “on proportionately 
equal terms to all other customers 
competing in the distribution of 
the product or commodity.” 

The industry version says 
merely that allowances are not to 
be used “unless such payment or 
consideration is available to other 


onvenienceg 


Ng policies 
the econ 
on and dis 
srs in term: 
wer prices 
and its pol 
ducts. 
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, and Indus§icustomers upon such basis as may 

Corporatiofpe required by applicable federal 

~nigepeged {Jaw at any time.” 

Advertising 25¢ commission also insists that 

their adver Push money” and demonstrators 
Trade an@be available on proportionately 

1 be used. Fequal terms to all competing dis- 


tributors. It requires that the cus- 
Mtomer be informed where a sales- 
man’s recommendation may be 
prejudiced by “push money,” and 
forbids use of the “favor” to gain 
“preference” over a competitor’s 
products (AA, Feb. 3). 


Difference in Label 


The compromise rule allows the 
expressions “all purpose” and “all 
fabric’ where the product sup- 
plies “substantially the specified 
or represented color,” but drops 
FTC’s plan calling for full dis- 
closure on the label where an “all 
purpose” or “all fabric’ product 
will not treat rare materials. 

Earlier, one of the sponsors of 
the compromise, Park & Tilford, 
had argued against any use of “all 
purpose” or “all fabric” (AA, Feb. 
24). On the other hand, another 
sponsor, Rit Products, had hoped 
to avoid a rule included in the 
compromise requiring “clear and 
conspicuous,” warning that an “all 
purpose” product is for fabrics 
only. 

The compromise scraps an FTC 
proposal which would have re- 
quired full directions and appara- 
tus to be listed on labels. The 
four firms feel this information 
need only be included in the 
package, unless the process re- 
quires unusual equipment. 


Tightens Tints’ Claims 


Sponsored by Boyle - Midway 
@2nd Monroe Chemical Company, 
as well as Rit and Park & Tilford, 
the proposal tightens up on claims 
lor tints, and new language for- 
bids claims that a tint achieves 
he fastness or durability of a dye 
‘except in cases where the repre- 
entation is unequivocally true.” 
In a preamble, the four firms 
explain that the code is to “foster 
ind promote the maintenance of 
‘air competitive conditions in the 
iousehold fabric dye industry, to 
iid in maintaining high standards 
f ethical business, and to protect 
purchasers, prospective purchasers 


gest 


outh 


Last Minute News Flashes 
Larkin Starts Public Relations Service 


New YorK—Mark Larkin, formerly public relations director of 


Duane Jones Company, has opened 


E. 45th St., to serve advertising agencies which have no public rela- 
tions or publicity facilities of their own. Of 495 agencies listed for 
New York City, Mr. Larkin said, 447 are not equipped to handle these 
services either for themselves or for their clients. 


ANA, Four A’s Group Readies Campaign 

New YorK—Plans for an educational campaign for better under- 
standing of the economic system, backed jointly by the Association of 
National Advertisers and American Association of Advertising Agen- 


cies, and involving a sponsor plan 


probably will be completed within a month. W. Howard Chase of 
General Foods Corporation is chairman of the joint committee. 


Two Companies Sign for ANAN Series 

New YorK—First two advertisers to sign contracts with the Ameri- 
can Newspaper Advertising Network are Philip Morris & Co., using 
30 newspapers through Biow Company, and Pluto Corporation, test- 
ing Pluto Water laxative in six New England newspapers and Harris- 
burg, through William Von Zehle & Co. 


Publishers to Consider International Magazine 
New YorKk—Leading publishers from 19 countries, representing all 


continents, will meet here March 


lingual international magazine initiated by Crowell-Collier Publish- 
ing Company. The proposed magazine, said Thomas H. Beck, chair- 
man of Crowell-Collier, would be edited in the U. S. but printed lo- 
cally by the associate publisher in the native language of each country. 


Willis Joins Ruthrauff & Ryan 


New YorK—P. P. Willis has moved from vice-president of Ameri- 
can Airlines, Inc., to Ruthrauff & Ryan, where he is expected to be 


made a vice-president in charge of 


NAB, Ascap to Talk New Contracts 
WASHINGTON—NAB and Ascap are to meet in mid-March “to discuss 
relations between the society and the broadcasting industry following 


termination of existing contracts 


contrasts with the crisis of 1939-40 when Ascap music went off the 
air, and broadcasting organized BMI as a competing music licensing 


organization. 


McCann-Erickson Named by Rail Groups | 


New YorK—McCann-Erickson, Inc. has been named to handle a 


$3,000,000 campaign planned (AA, 


of railroads—the Eastern Railroad Presidents’ Conference, the South- 
eastern Railroad Presidents’ Conference and the Western Association 
of Railroad Executives. The campaign will be entirely in newspapers. 


‘Coronet’ to Carry Ads in Fall, Smart Hints 


Cuicaco—David Smart, publisher, has announced that Coronet “is 


an office under his name at 11-17 


through the Advertising Council, 


20 to discuss plans for a multi- 


——_ 


the American Airlines account. 


Dec. 31, 1947.” The early start 


as 


Feb. 17) by three regional groups 
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SERVICE—Factory and dealer ads in 
the automotive field moved along a 
sharp upgrade last week. Among the 
many newspaper appeals was this 
Dodge-Plymouth message listing deal- 
ers and offering prospects “double pro- 
tection service" while waiting for their 
new cars and trucks. 


Ford Splits New 
Video Bill with 
General Foods 


New YorK—Ford Motor Com- 
pany and General Foods Corpo- 
ration, under contracts signed last 
week with CBS, will alternate 
sponsorship of WCBS-TV tele- 
casts of 77 home games of the 
Brooklyn Dodgers starting April 
15. It will mark the first time 
sponsored video has covered a 
major league team’s full schedule 
of home games. 

Four agencies are involved, J. 
Walter Thompson Company for 
Ford, and Benton & Bowles, Young 
& Rubicam and Foote, Cone & 
Belding for General Foods. Gen- 
eral Foods, admittedly participat- 
ing “for experimental purposes,” 
will devote its commercials to 


different products handled by the 


considering a limited amount of advertising starting with an early | three agencies. 
fall issue. No decision has been reached as to rates, circulation guar- | 


antee or classification of ads it will accept. 
ever, to offer a 2,500,000 general newsstand and subscription circula- 
tion, plus 500,000 school subscriptions. 


Doherty Agency Gets Dobbs Hat Account 

New York —Hat Corporation of America, which last summer 
switched its Dobbs men’s and women’s hat divisions from Abbott 
Kimball Company to Sweetser, Byrne & Harrington, has named Do- 
herty, Clifford & Shenfield to handle the Dobbs account, effective 


immediately. 


McJunkin Renamed Gordon Best Company 


Cuicaco—McJunkin Advertising 


as Gordon Best Company, taking the name of its president. No change 
has been made in the structure or operation of the agency. 


Company has been reincorporated 


and the public.” 

They bind FTC “to make rea- 
sonable efforts to dispose of 
charges of unfair trade practices 
expeditiously by conference and 
conciliation before instituting for- 
mal proceedings. 

“Whenever formal proceedings 
are found by the commission to be 
necessary, to institute such pro- 
ceedings on an industrywide or) 
group basis in all cases where the | 
practice in question is or may be 
being followed.” 

The firms feel they will need 
at least 30 days, once the rules 
are promulgated, to estimate the 
time for adjusting their packages 
and advertising. 

In some cases, advertising and 
packaging supplies are substan- 
tial, because “prudent business 
men” have made provision against 
shortages. “Naturally, members of 
the industry should not be re- 
quired to incur losses or risk 
shortages in connection with the 
change-over,” they say. 


Three Join Hannah 


Lois Corey, formerly with Young | 
& Rubicam in New York and San | 
Francisco, has joined Hannah Ad- 
vertising, San Francisco, as space 
buyer. Jay Hannah has been | 
named production manager and 
Curtis Dyer assistant art director. | 


Gorski to Head 
TAB; New Report 
to Be Published 


New York — Henri Gorski, P. | 
Ballantine & Sons, Newark, has 
been elected president of the 
traffic audit bureau, succeeding A. 
D. Chiquoine Jr., of Batten, Bar- 
ton, Durstine & Osborn. 

Vergil Reed, J. Walter Thomp- 
son Company, was elected vice-| 
president, and Kerwin H. Fulton, 
Outdoor Advertising Incorporated, 
was reelected secretary-treasurer. 

The TAB board of directors has 
been expanded from 18 to 30. 

A special committee was ap- 
pointed to digest and prepare for 
publication the report of TAB’s 
Fort Wayne survey. 


Paper Group Elects 


The Paper Makers’ Advertising 
Association, New York, has elected | 
Richard A. Faulkner, International | 
Paper Company, as_ president; | 


|Bradley E. Stafford, Strathmore 


Paper 
Frank Gerhart, Champion Paper 
Company, western vice-president; 
R. P. Walter, Chemical Paper Mfg. 
Company, treasurer, and Richard 


Coronet expects, how- | 


Use Film Commercials 


Ford is expected to use filmed 
commercials similar to those cur- 
rently being employed on the 
Ford “Parade of Sports” telecasts 
over WCBS-TV, mainly of Madi- 
son Square Garden events. 

Each of the sponsoring com- 
panies is reportedly paying about 
$15,000 for the series. 

A toss-up will decide which of 
the two advertisers will sponsor 
the opening telecast. The games 
will be played at Ebbets Field, 
Brooklyn. 

Contract for the series was ne- 
gotiated by John R. Davis, Ford’s 
vice-president in charge of sales 
and advertising; Charles G. Mor- 
timer Jr., General Foods’ vice- 
president in charge of advertising, 
and George L. Moskovics, com- 
mercial manager of CBS television. 


Ottinger Succeeds 
Taubkin at Bureau 


New YorK—John C. Ottinger 
Jr., formerly an account executive 
at John A. Cairns & Co., has been 
named director of promotion, Bu- 
reau of Advertising, American 
Newspaper Publishers Association. 
He succeeds Irving Taubkin, who 
left the bureau last week to re- 
join the promotion department of 
the New York Times. 

Before joining Cairns in 1945, 
Mr. Ottinger was assistant promo- 
tion manager of the bureau, and 
had previously been promotion 
manager of Food Field Reporter 
and Drug Trade News. 

Mr. Taubkin, who joined the 
bureau from the Times’ promotion 
department in 1945, returned as 


Company, vice-president; | promotion manager of the news- 


paper under Ivan Veit, director of 
|research and promotion. Mr 
| Taubkin first joined the Times in 


General Mills Ups 
‘47 Billing on ABC 
Net to $5 Million 


New YorkK—Signing for two 
new half-hour shows on the ABC 
network starting in June, Gen- 
eral Mills, largest advertiser on 
this network last year ($2,916,- 
725), last week increased its prob- 
able 1947 billing on ABC to ap- 
proximately $5,000,000. 

General Mills, through Dancer- 
Fitzgerald - Sample, bought two 
ABC-packaged programs, “Famous 
Jury Trials” and “Green Hornet,” 
both now aired as sustainers. The 
former will be broadcast under 
GM sponsorship Saturdays from 8 
to 8:30 p.m., EST, starting June 
7, and the latter will be heard 
Tuesdays from 7:30 to 8 p.m., 
EST, starting June 3. 

“Green Hornet” is a mystery 
serial. “Famous Jury Trials,” as 
the name implies, is a dramatiza- 
tion of noted courtroom cases. 

At the same time, General Mills 
signed a new 52-week contract 
covering “Lone Ranger,’ Monday, 
Wednesday, Friday, 7:30 to 8 p.m., 
under which this western serial 
will be carried on the full net- 
work starting Sept. 1. It is now 
aired on only 67 stations. 

D-F-S is also the agency for 
this program, as well as for Gen- 
eral Mills’ five-a-week “Hymns of 
All Churches.” GM also sponsors 
“Jack Armstrong” through Knox 
Reeves Advertising on ABC, and 
last year joined with Wilson Sport- 
ing Goods in sponsoring ABC net- 
work broadcasts of three sports 
events. 

Sale of “Jury Trials” and “Hor- 
net” brings to 10 the number of 
house-packaged programs sold by 
ABC since the first of 1946, the 
network noted. In an “upsurge of 
new business” since Dec. 30, ABC 
has added sponsors for a total of 
seven hours weekly and signed 
renewals covering an additional 
nine and one-half hours weekly, 
“more than offsetting cancellations 
amounting to two hours weekly.” 


Dailies Asked to 
Join 17th Contest 


PHILADELPHIA—Date of publica- 
tion required for all entries from 
United States dailies, invited to 
participate in the 17th Annual Ex- 
hibition of Newspaper Typog- 
raphy sponsored by N. W. Ayer & 
Son, will be chosen by lot from 
among the weekday dates in the 
week of March 10. 

The exhibition, to be held in the 
Ayer Galleries here early next 
month, recognizes improvement in 
the general appearance and read- 
ability of the newspaper medium. 

The F. Wayland Ayer Cup is 
awarded annually to the news- 
paper judged outstanding, with- 
out regard to circulation or page 
size. The cup, won last year by 
the Post-Bulletin, Rochester, 
Minn., must be won three times 
for permanent possession. 

In addition, three certificates of 
award are given in each of three 
circulation groups: papers of 
more than 50,000; papers of from 
10,000 to 50,000; and those of less 
than 10,000 circulation. A certifi- 
cate of award is given also in 
tabloid classification, regardless of 
circulation. 


Wrong Figures Given 
for ‘Capper’s Farmer’ 
Capper’s Farmer provided linage 


figures for January, instead of 
February, for the farm publica- 
tion tabulation which appeared in 
the Feb. 17 issue of ADVERTISING 
AGE. 


| The correct Capper’s Farmer ad- 
| vertising total for February, 1947, 
was 38,919 lines or 57.2 pages, 
while the corresponding issue of 


Fay, Marvellum Company, secre- | 1934, having previously worked |jast year carried 36,125 lines of 


tary. 


| with the Dallas News. 


| advertising, or 53.6 pages. 
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